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"Action speaks louder than words." 
To Irwin and their employees it is more than 


a familiar old saying. It means “around the clock" 


production for more Auger Bits and Screw Drivers for 


National Defense at home and abroad. 


THE IRWIN AUGER BIT COMPANY 
Wilmington, Ohio, U. S. A. 



























For four long years, China has been defend- 
ing the right, among others, to produce 
and ship genuine bristles to American 
Brush Manufacturers. When peace and 
tranquillity become ours, good bristle 
will again be plentiful. 
Until then, WOOSTER cheerfully 
gives every preference to our coun- 
try’s need for ‘‘Victory Supplies’’. 
WOOSTER is “carrying on”’ 
by making brushes from the 
best obtainable materials with 
the same high standards of 
craftsmanship for which 


WOOSTER BRUSHES have 
long been noted. 
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WOOSTER 
Conforms to 
WAR 
Requirements 
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THE WOOSTER BRUSH CO. © WOOSTER, OHIO 
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“I'M YALE PROMOTION... 


with advertising in SATURDAY EVENING 
POST, | draw customers into the store!” 














| get customers interested in the 
smart modern design and hand- 
some finish of Yale products!” 











YALE 
PUTS 3 STRONG SALES MOVERS 
INTO YOUR BUSINESS 









“I'M THE NAME YALE 


that everyone knows... the name 
that clinches sales!“ 
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THE NAME YALE HELPS MAKE THE SALE 
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GET THIS DISPLAY TO 
HELP YOU SELL MORE 
WINDOW GLASS 


This colorful new display piece 
holds 8x10, 10x12 and 12x14 
lights. Place it where your cus- 
tomers can see you sell L-O-F 
Quality Glass...on your counter, 
island table or in the show win- 
dow. Ask your L:O-F distribu- 
tor for one or write to Libbey- 
Owens Ford Glass Co., 1240 
Nicholas Bldg., Toledo, Ohio. 














The exclusive Libbey "Owens: Ford Flat Drawing Process means a 
lot to you. Annealing window glass 4 to 5 times longer reduces 
strains in the glass. That makes L-O-F glass easier to cut and 
easier to handle, You get less breakage. Less waste. More profit. 

Libbey: Owens: Ford Flat Drawn Glass is noted for its clarity 
and brightness. It is flatter, less wavy. It is quality window 
glass, the kind you can sell with satisfaction and know that 
your customers will be satisfied, too. 

National advertising, years of it, has made the L-O-F trade- 
mark known throughout the country. There’ll be no questions 
asked when you point to the L-O-F label on the glass you sell. 


for YN G7 GLASS Fish a / 


LipBEY- Owens - Forp 
Lead Designed for Happiness 
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Millions of people are planning Victory Gardens 
this Spring to help win the war. They’ll need plenty 
of garden tools. Capture a big slice of this new 
profitable business for YOURSELF through your 
dealers with this beautiful, colorful, attention-getting 
window trim. It will make the public stop. . . look 
... and buy! It'll build business for your dealers... 
goodwill and profits for you! 


In addition to the big impressive center piece (28” 
x 40") lithographed in full color, there’s a 12” x 36” 
streamer and NINE 12x 12“ spot posters in patriotic 
red, white and blue! Amazingly low priced! Com- 
plete 11-piece set, imprinted with your own copy, 
collated in envelope with window diagram for 
dealer’s guidance, is only 60c in 100 lots (additional 
sets only 25c) delivered to you ready for distribution! 


WRITE OR WIRE YOUR ORDER TODAY ! 


LITHOCRAFTERS 


POSTERS and DISPLAYS 


109 Erie Street * Camden, N. J. 


Telephone: Camden 4622 
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with this timely, inexpensive, 
sales-building window trim 


for your trade 


x k * 


Complete 
11l-piece set 
window trim 


only @O< 


in 100 lots— 


over 100 
only 25c each! 


xk k 


Quick service—we'll have your sets in your hands 
one week after receipt of your copy. Get this 
business-building window trim working for your 
dealers—NOW ! 


DEALERS! Two complete 11-piece window-trims, 
one as illustrated, with items and blank spaces for 
prices, and the other with blank spaces for your 
own copy and prices, will be sent post-paid upon 
receipt of a dollar bill or check, When ordering, 
please mention your jobber’s name. 


MANUFACTURERS! Write for suggested sales plan 
showing how you can skyrocket the sale of your 


. own products at a surprisingly low cost! 


LITHOCRAFTERS, 109 Erie Street, Camden, New Jersey 
Gentlemen: 
() (If jobber) 
Ship us as soon as possible_ Il-piece Victory 
Garden window trims as described @ 60c each for first 100 sets, 
25¢ each for additional sets, imprinted with copy attached. 


[_] (If dealer) 

Enclosed is one dollar. Send at once, post-paid, two 
complete 11-piece window trims, one vas illustrated and the 
other with blank spaces for my own copy. 
ee 
Address — 
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GOOD PAINT 


1S EASIER TO SELL 


WE STVLIZER 


. The all-yea 
offered exe 
Brothers de 

aint easier ‘ 
why dealers say: 
“Sure, It 
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2 
hh, OVER 70 YEARS, Lowe 


Brothers have faced the prob- 
lems and adjustments of many 
national emergencies. Such 
experiences have taught us that 
ostrich thinking won’t do! We’ve 
learned that we must continually 


look and prepare for the prob- 
lems ahead. 

Today, of course, we are 
cheerfully cooperating with our 
government’s needs for national 
defense. However, as the result 
of a recently completed 3-year 
modernization program, we are 
better than ever equipped to ful- 
fill our obligation to dealers and 
their customers, 

That obligation is to maintain 
our standard of unsurpassed 
quality under all conditions. To 
this end, we have pledged the 
forward-looking research of our 
outstanding laboratories and the 
efficient production facilities of 
our up-to-the-minute machinery 
and manufacturing methods, 

So today, when as never be- 
fore, long-lasting durability and 
economy are of prime impor- 
tance to your customers, remem- 
ber that Lowe Brothers products 
are quality-pledged for your 
protection—and theirs, 


THE LOWE BROTHERS CO. 
DAYTON, OHIO 


Lowe Brothers 
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PAINTS—VARNISHES 





HARDWARE AGE 





AGE 


JUST PUSH TT DOWN... 
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Note carefully, there are no ears 
on this new non-rising pin. That 
means no twisting, no turning 
and no need for pliers to seat 
this pin. 





How It Works 


The pin is grooved to hold a split ring which, 
when the pin is seated, snaps into a recess in the top 
knuckle of the butt. Pressure is sufficient to hold the 
pin in place under any action of the door but does 
not hinder the easy removal of the pin when desired. 

Eliminates entirely the complaints of unsightly 
pins that “ride up” in service. Be sure you get 
Stanley Butts with this new type non-rising pin from 
your jobber. The Stanley Works, New Britain, Conn. 
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New-type non-Rising Pin 


in STANLEY BUTTS 


PUSH 


~ 
Tee 


wn SNAPS 
INTO PLACE Mord 


[STANLEY] 


TRADE MARK 


HARDWARE FOR CAREFREE DOORS 
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SELL PENNVERNON” —— 
_. . NOT JUST “WINDOW GLASS’ 





@ What makes good window glass? Primarily, two qualities: good vision 
and surface beauty. Pennvernon Window Glass provides these two 
advantages in high degree. For a sheet glass, it is remarkably free from 
the defects which frequerttly tend to distort vision. And it has a brilliant, 
reflective surface finish on both sides of the sheet. Look through Penn- 
vernon Window Glass . . . or look at it... and in either case, you know 
immediately that it is a glass thoroughly worthy of quality windows. 





ENNVERNON WINDOW GLASS 


PITTSBURGH PLATE GLASS COMPANY 


"PITTSBURGH * sland fot Lualiiy ¢ lass ani (Peiint 
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ance. You provide the channel be- 






There is one way by which the tool 


trade can continue to serve America’s tween these men and sources of 


war effort. And there is only one way. supply otherwise out of their reach. 


That is to play the game according to You maintain stocks so that they can 


the new rules. get what they need when they need tt. 


This service of yours is now not 


enough. You have, in addition, paper 


The single criterion by which every 


business must now stand or fall is: ““Does 


it serve the-war-effort?”’ By it, actually, you ae eG Ae work to do. The government has estab- 
on?) me on | . 
are in a fortunate position, for the answer oOLS lished the machinery... it’s up to you to 


use it. You must pass along to all your sup- 


pliers full, authenticated, and frequent reports of 


to the question as it applies to the tool trade 


is an unqualified “Yes!” 





You serve the war effort in a thousand and your sales to war workers.- These reports give 
one ways, supplying tools and equipment to you priority status with your suppliers, and give 
workmen who depend on you — carpenters, me- them priority with theirs. It is the only way you 
chanics, and many others — all actual war workers can keep yourself in business. 
through their service in production and mainten- Let’s play the game according to the rules. 


MILLERS FALLS COMPANY 


Greenfield, Massachusetts 


Manufacturers of Fine Portable Electric Tools, Precision Tools, Hand Tools, and Hack Saws 
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The Quickest Way To Find: “WHO MAKES IT” 


This thorough buyers’ reference book is conveniently indexed to 
enable you to locate the merchandise you want when you want it. 


It saves you much valuable time and brings you not only the name 
of the manufacturers but in many cases the description and illus- 
tration of the line or item you are seeking. You will find the 


answer in the 
“‘MERCHANDISE DIRECTORY NUMBER” of HARDWARE AGE 


To enable this great buying help to serve you best Use the Green Index 
First. This will lead you at once to the information and product illustrations 
manufacturers have provided for you in this condensed catalog of hardware 
merchandise. 


Thousands of buyers during the past 20 years have become accustomed to 
its convenience and promptly refer to it whenever merchandise questions 
arise. The current issue, now in your hands, is a 748-page book carrying 
the condensed ad-catalogs of 564 manufacturers. 


The Directory Number has become the standard reference of the hardware 
field. More than 26,000 copies each year serve your fellow buyers, prac- 
tically saturating the hardware trade in both its wholesale and retail branches. 
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TRUE TEMPER 
CRIPPLED SHAD 


Weight % oz. 
$1.10 each 


Once in a decade a bait is born that sweeps the market like a 
gtass fire on the Kansas prairie. 

Already more than 10,000 anglers have used and enthusiastically 
acclaimed the new True Temper Shad Lures as “the most effective 
bait ever created” —not one dissenting vote. 

The True Temper Crippled Shad, illustrated above, is a floating 
bait with perfect wounded minnow action. 

The True Temper Speed Shad, illustrated on opposite side of 
this page, is a deep running bait with marvelously fast swimming 
action. 


The shad minnow is the fish family’s favorite food. In ev 
respect these baits are dead ringers for this natural fish food. 


NEW WINNER 


by Makers of 


The Rod of Champions 


Advertising will start in March outdoor magazines, reaching 
over a million fishermen. 


Iridescent beauty of enamel finish is unequalled. Treble hooks 
are best quality. Rock and stump jumper—patent applied for— 
prevents the bait from snagging. 


Six proven finishes only. These meet 98% of all bait cusne 
requirements—result, a simplified, fast moving stock—no dea 
merchandise. Packaging—ultra attractive individual boxes. 


Stock, display and profit with True Temper Shad Lures, the 
most effective bait for game fish. Produced only by the Makers 
of True Temper Products, Cleveland, Ohio—Sporting Goods 
Division, Geneva, Ohio. 








TRuE TEmPER PrRooucrTs 


FOR SPORTSMEN —RODS, BAITS, GOLF SHAFTS, TOMAHAWK, TOMMY AXE 














by Makers of 


TRUE TEMPER 
SPEED SHAD 


NEW WINNER 


The Rod of Champions 





In design and action a living, swimming, darting shad 
minnow—favorite food of all game fish. 

It goes down deep. Its fast, snappy, swimming action has 
never before been equalled. It will not roll in strong currents 
but runs upright exactly like a natural minnow. 

Pre- tested by thousands of fishermen. Acclaimed by every 
one, “the most effective bait ever created for fishing streams 
and rocky lake shores.” 

It is an iridescent beauty in finish. The stump and rock 
jumper—patent applied for—prevents hanging up on under- 


FOR SPOR 


OG TEMPER P 


SMEN—-RODS BAITS GOL 


- r edd 
7 mf. F 
4 


A Deep Running 
Bait 
Body Length 
2%," 
Weight 5% oz. 
$1.10 each 


water obstacles. In six finishes only. These meet 98% of all 
bait casting requirements. Result—a simplified, fast moving 
stock. Advertising to over a million fishermen will start in 
March. 


Stock, display and profit with True Temper Shad Lures. 
The Speed Shad, illustrated above, a deep running bait 
—the Crippled Shad, illustrated on opposite side of this 
page, a floating bait. Produced only by The Makers of True 
Temper Products, Cleveland, Ohio. Address Sporting Goods 
Division, Geneva, Ohio. 





ROODUCTS 


TOMAHAWK TOMMY LSE 





























EN AND WOMEN tell us that 
the name “Taylor” to them is 
just another word for accuracy. When 
they see “Taylor,” they have met an 
old and respected friend. And so to- 






No. 5908—Taylor Candy and Jelly Thermometer 
—Binoc Tubing makes it easier to read.Scale 
resistant to fruit acids. Long-lasting, easy to 
keep clean. 1134” overall. Each in box with 
instructions, recipes. Each, $2.25* 





No. 5126-6”—Taylor Indoor Wall Thermometer 
—Magnifying scale. easy to read. Black 
figures and graduations clearly marked. Back 
finished in walnut, ivory, or natural colors. 
Attractive contrasting scale. Each in box. 
$1.10* each. 


*Prices slightly higher west of Rockies and in Canad 
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What's a 6-letter word for 


“ACCURACY” 
in household thermometers? 














day, more than ever before, people 
all over America look to Taylor to 
keep them straight on the tempera- 
ture and the weather. This national 
knowledge of Taylor’s accuracy in 


These are some of the Taylor Instruments available for immediate order: 


2 " oe 


os ‘4 cadets 
No. 5928— Taylor Bake Oven Thermometer 
—Binoc Tubing, for easy readingin dim oven 
light. Enameled scale with figures, gradua- 
tions, baking termsin clear, contrasting black. 
Ventilated, shielded bulb. 6”high. In recipe file 
box with ecards. recipes, instructions. $2.25* ea. 





No. 5316—Taylor Temprite Window Thermom- 
eter—Clear black figures against contrast- 
ing scale. Long-lasting, weather-resistant. 
One-piece bracket, easy to mount and adjust 
to correct reading angle. 814” overall. Each 
in box. $1.10* éach. 


Prices subject to change without notice 
hen “ye 
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household thermometers and weather 
instruments results in sales for your 
store. 

Behind the whole picture of Taylor 
accuracy and your sales lies the abil- 
ity of Taylor craftsmen to produce 
instruments of uniformly high qual- 
ity. The same skill and experience 
that go into the instruments you 
sell go into the manufacture of some 
of the finest precision instruments 
made anywhere for industry. It’s an 
assurance to you and your customers 
that Taylor accuracy is built in. 

If the demands of defense should 
ever temporarily slow down your de- 
liveries of Taylor Instruments, you 
can tell your customers that Uncle 
Sam needs Taylor’s accuracy, too. 
Meanwhile, Taylor will do all it can 
to supply you. Taylor Instrument 
Companies, Rochester, N. Y., and 
Toronto, Canada. 


No. 5936—Taylor Roast Meat Thermometer 
— Helps roast meats right, reduces shrinkage, 
saves fuel. Various degrees for different meats 
indicated on ivory-color scale. Long-lasting. 
734” overall. Each in box. Complete with 
skewer. $1.50* each. 








Ask Taylor for these “Silent Salesmen” 
Printed in colorful red and blue on 


white stock, these attractive cards 
stand 8’ high, by 6’ wide. Write for your 
free ‘‘Salesmen”’ today. 
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And heres why Mr. Langstom 
- prefers COLUMBIAN ROPE 


PURE MANILA FIBRES 


—assure a tougher rope that keeps its 
strength longer. 







Look for the 


RED, WHITE ond BLUE 
Surfoce Marker on the 
rope you buy. It is your 
ucrantee of genuine 
olumbion Rope—o mark 
thet your customers AL- 
WAYS look for. 


kinds of weather. 
















toughest jobs. 


COLUMBIA 
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COLUMBIAN ROPE COMPANY, AUBURN, “The Cordage City,” N. Y. 


TAPE-MARKED R () p F 
PURE MANILA 


MASTER RIGGER, 
Waine A. Langstrom 


Waine Langstrom probably 
knows as much about handling 
rope as any man alive. He started 
learning when he was eighteen— 
when sail was Mistress of the Seas. 
And for more than forty adven- 
ture-packed years, he’s pulled and 
hauled and spliced rope in every 
corner of the globe. 


Now, Waine Langstrom—Able 
Seaman and Master Rigger—has 
“dropped anchor’ at the C. J. 
Hendry Company, San Francisco. 
Every day, he’s handling Colum- 
bian rope of all sizes and types— 
and says he’s never known rope so 
well adapted to the exacting work 
an expert rigger has to do. 


Coming from a man who 
knows, that’s praise that ‘‘can’t 
be beat.”’ 


EXCLUSIVE WATERPROOFING 


—protects against rot and decay — assures greater flexi- 
bility wet or dry. Gives an easier-handling rope in all 


‘'LONG LIFE’’ LUBRICATION 


—protects Columbian Rope from unnecessary friction. 
Provides a longer-wearing rope that stands up to the 
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He never stops trying to help you 


CALL YOUR REPUBLIC UPSON JOBBER FIRST 





Give him a chance to help you solve your nut and bolt 
stock problem. He’s anxious to serve you—and can, in 
many ways. He may not be able to give you all the 
Republic Upson Quality Bolts and Nuts that you need, 
but he’ll never stop trying. 


When you put your problem up to your Republic 
Upson Jobber, he tackles it as if it were his own. For 
today, your worries are his problems, and his business 
depends on his solving them. So, he has simply rolled 
up his sleeves and buckled down to the job of using 
all his facilities overtime to give you emergency service. 


—_ REPUBLIC 


He may be able to supply enough popular items for 
over-the-counter demands. He’ll go the limit to get 
the bolts and nuts you need. Often he can furnish 
other items from the 20,000 Republic Upson prod- 
ucts that will serve nearly as well. He just never 
lets up in his service to you. 


Call your Republic Upson Jobber first on bolt and nut 
problems. He’s a good man to have working for you. 
Republic Steel Corporation, Bolt and 
Nut Division, Cleveland, Ohio and 
Gadsden, Alabama. 
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LACK OF WATER CAUSED 
THE FALL OF HONGKONG 
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— \¢ , There is no substitute for water. The destruction of 


Hongkong’s water reservoirs and mains caused no 
greater catastrophe than could be wracked upon’ Los 
Angeles should an enemy destroy its famous aqueduct. 
Even a prolonged drouth, which is not such a remote 
possibility, can prove the greatest ally our common 
enemy could ask for. Lack of water spells defeat no 
matter whether it is your government or an enemy, 
and no greater defeat could be experienced than to 
fail in our “Food for Victory” program. Help your 
farmer-customer to avoid this danger. Help him to 
Cleveland Plain Dealer plan his water facilities so that he can meet all present 
enn en ee and future requirements. No greater asset for this 

purpose can be found than a Myers Water System. 
i) 
~~ Makers of Quality "st 
ARM OPERATING EQUIPMENT 


for more than 70 years _2 
THE F.E.LMYERS & BRO.CO., ASHLAND, OHIO 


PUMPS - WATER SYSTEMS - SPRAYERS - HAY TOOLS - DOOR HANGERS 
16 HARDWARE AGE 
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In stepping up defense production 


"MORE CUTS WITH NUCUTS” 


is also working for you! 
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To you goes the customer's gratitude for 
NUCUT’S superior “Wavy Teeth” Performance 


In serving National Defense, NUCUT Files are also serving you. In helping 
industry step up production to meet the urgent demands of the present 
emergency, NUCUTS are helping promote the dealet’s reputation for 
quality products. 

Today, more than ever before, NUCUT’S faster, cleaner, smoother cutting- 
power is setting the pace in the nation’s foundries, machine shops and 
assembly plants. Of course, modern design is the reason! NUCUT Files 
have two kinds of teeth, — coarse and fine. Scientifically placed in wavy 
rows, these teeth give two kinds of cut, — first a deep, clean bite, — then a 
smooth levelling action. 

Get in touch with your jobber and see how you, too, can benefit from 
NUCUT’S superior “wavy teeth” performance. 


HELLER BROTHERS COMPANY 


America’s Oldest File Manufacturers Newark, N. J. Newcomerstown, Ohio 
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G’BYE BOYS, IT’S BUG-A-BOO = WHOSE 2 
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Sales Go Up and Up 

























minimum requirements 
of U.S. Dept. of Commerce 
for an AA Grade insect spray. 





EAR after year, more and more peo- 
ple ask for Bug-a-boo. They read 
about this Super Insect Spray in strong 
advertisements in LIFE, THE SATUR- 
DAY EVENING POST, and GOOD 








TWO MORE BUG -A-BOO . 4 
-MAKERS 
money -wee— HOUSEKEEPIN 


G. They hear about it on the radio. They 
Bug-a-boo Moth Cryston.. try it, and find out that it’s extra-effective, pleasant to use, 
These = eee 3-lb, or 5-lb. and won’t spot or stain. 
posh free vaporizer bags. —_— What’s more — and important! Bug-a-boo earns a satis- 
in a closet, they ae bs Ps wo on No factory profit. It’s a real money-maker. It pays you well to 
ye enone po stock it and push it. Get Bug-a-boo 












quel OR 4 REFUND Oo 


Guaranteed by > 
Good Housekeeping 


IF DEFECTIVE OR ow 
eras Apvenristo THORS 


from your wholesaler, or address the 
nearest office of Socony-Vacuum, or 


26 Broadway, New York City. 












Beg ebor 
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= Lee) 
Bug-a-boo Garden Spray— 


i on 
Kills or controls insects found 


" a 
d shrubs. Highly conce 
rae 6 pwd othe 12 to 18 — 
os spray: When used as directed, 1 
is harmless to humans or pets- | 3 ee 


° THE INSECT SPRAY THAT PAYS A PROFIT ° 
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The BPS plan for in- 
creasing paint sales is 
the result of over 50 


)- ee years of paint selling 
d hes 24 experience gained by 
g ye BPS while cooperat- 
- ing with paint dealers 
) ROUTE TO PROFITS § a formula which is 
y Il backed by thousands 


of record-breaking sales; a proved method 
which insures increased profits for you. 


The plan works like this: 


1) It creates the desire to paint. 


2) It aids in color selection. 


€) It produces store traffic ...more sales... 
more profits. 


This is your invitation to use the BPS route 
to more paint profits. Write The Patterson- 
Sargent Co. for complete information at once. 
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A COMPLETE LINE OF 
WIRE PRODUCTS 


2 Made ~—e 
Refined Steel 


Woven Wire Field and Poultry Fence, Orna- 
mental Fence, Poultry Netting, Hardware Cloth, 
Smooth and Barbed Wire, Nails and Staples, 
Steel Posts, Gates, Bale Ties, Fence a ag 


Pump Rods, Steel Billets, Rods, Bars, etc. Readily 
available through your jobber. Write for catalog 

iving complete information on the full line of 
Sterling Quality products. 
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Extra Value at 
No Extra Cost 


Electric Furnace Steel — sterling quality starts in the mill—in 


the melting, refining and alloying of the steel. This steel is made in 





modern electric furnaces—the kind of furnaces ordinarily used for 
stainless steels, tool steels and expensive heat and corrosion resisting 
alloys. High voltage electric refining eliminates strength destroying 
impurities; carbon and other elements are more easily regulated; 
and you geta cleaner, tougher, strong fine grained steel that will last 
years longer. 


Full Copper Content — For maximum rust resistance all sterling 
fence steel contains a minimum of 0.20 copper—withstands corrosion 


3 to 5 times longer than ordinary steel. 


Bright Zinc Coating — Every strand of sterling fence wire made 
from this basically better steel, is hot-dip galvanized, to give it a heavy 
uniform coating of zinc for outer protection against the elements. 


Check with your jobber or write direct for information on available 
supplies, shipments, etc. 
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, ESSENTIAL PRODUCTS ... . AMERICAN CABLE Wire Rope, TRU-STOP Emergency Brakes, TRU-LAY Control Cables, AMERICAN Chain, 








Shortages have now become common and we can testify that hardware 
wholesalers are meeting the problem fairly and effectively. @ Although their dis- 
tribution of goods is largely influenced by priority ratings, we know that they are 
striving to be fair and impartial, and are riot taking selfish advantage of present or 
anticipated shortages. @ In addition they are helping to conserve materials. For 
example, wholesalers, wherever possible, are cooperating with their retailers by 
supplyinginformation which will aid the.consumer to get the most out of chain. 
To select, apply, use, inspect and maintain chain to the best advantage. @ This helps 
chain give better service. It lasts longer. The‘dser saves money. And steel is con- 
served. @ Finally hardware wholesalers know that this is a time to sell QUALITY. 
Goods like AMERICAN WELDED AND WELDLESS CHAIN make friends who will stabilize 
business in the future. For users soon learn that AMERICAN CHAIN is safe and pays a 
larger return on the investment. 


AMERICAN CHAIN DIVISION ¢ YORK, PENNSYLVANIA 
AMERICAN CHAIN & CABLE COMPANY, Inc. 


BRIDGEPORT * CONNECTICUT 





WEED Tire Chains, ACCO Malleable fron Castings, CAMPBELL Cutting Machines, FORD Hoists and Trolleys, HAZARD Wire Rope, 
Yacht Rigging, Aircraft Control Cables, MANLEY Auto Service Equipment, OWEN Springs, PAGE Fence, Shaped Wire, Welding Wire, 
READING-PRATT & CADY Valves, READING Electric Steel Castings, WRIGHT Hoists, Cranes, Presses... In Business for Your Safety 
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“Will to Win’ :— 


About a week ago I heard 
Thomas Joyce, vice-president 
of RCA, deliver an inspiring 
address to a Philadelphia ad- 
vertising group. He told of his 
company’s efforts to speed up 
production for victory and of 
the “all out” efforts of RCA 
management to imbue its 22,- 
000 employees with the spirit 
of increased production, so that 
American and allied planes, 
tanks, warships and_ troops 
would have an unending sup- 
ply of RCA products needed 
for communications in the ac- 
tual combat zones and training 
camps. The response of these 
American workers has been 
outstanding. As Mr. Joyce put 
it: 

“They have the will to win 
which is needed if we expect 
to win and hope to continue 
our own way of life when 
peace comes. Don’t forget 
the Japs are tearing down 
buildings to obtain the nails 
from which to make steel. 
Such is their ‘will to win’ and 
we must combat that fight- 
ing spirit with our own ‘will 
to win’ in the factories at 
home as well as with the 
armed forces at the fighting 
front. The men at the front 
expect those at the lathe to 
show the same fighting spirit 
that they are showing face 
to face with the enemy. They 
are not flinching. They have 
the ‘will to win’ and all of 
us on the home front must 
also have that ‘will to win’ 
and then win we will.” 


Defense Housin g:— 


When the war is over many 
factories devoted strictly to 
war production will be shut 
down completely, some perma- 
nently, if our previous post-war 
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experiences may be considered 
a guide. Many thousands of 
workers will be unemployed 
and will be obliged to leave 
their homes and seek cheaper 
quarters and other employ- 
ment elsewhere. We may then 
expect an epidemic of “ghost 
towns” such as we have had be- 
fore. Part of this problem 
could be avoided in advance. 
Before entering upon wide- 
spread defense housing proj- 
ects, the authorities in charge 
might survey the possibilities 
of housing at least part of a 
community’s new added popu- 
lation in existing buildings. 
Many old homes could be re- 
modeled into three or four- 
family dwellings at a relative- 
ly low cost. These remodeled 
dwellings would satisfactorily 
house many defense work fam- 
ilies who have no intention of 
becoming permanent residents 
but who frequently have defi- 
nite plans for “settling down 
later” in another locality. The 
war work factories provide 
better income than do home in- 
dustries and many thousands 
are now working and saving 
for future homes a long dis- 


















community 


from the 
which now provides them with 


tance 


employment. Hardware deal- 
ers could well afford to cam- 
paign along these lines, as 
defense housing provides an 
almost irreducible minimum 
of hardware business at best 
and threatens to make bad 
times in many sections when 
the war is over. 


War Gardens:— 


A movement to encourage 
widespread “war gardens’”— 
the raising of vegetables pri- 
marily to increase our food 
supply will soon be under way. 
It will be a patriotic duty and 
a business service to their com- 
munities for hardware dealers 
to support this movement. Fer- 
tilizers are reported as being 
plentiful—so are seeds. Gar- 
den tools and most farm imple- 
ments will be available as the 
government has allocated 75 
per cent priority for miscel- 
laneous steel goods—shovels, 
rakes, hoes, cultivators, ete. 
Although the major official 
campaign will be for vegetable 
gardens, hardware dealers 
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should not overlook flower 
seeds as good flower gardens 
should constitute an asset to 
our national morale. A little 
extra effort on selling fertil- 
izers, seeds, and garden tools 
will help offset volume lost on 
goods which may not be avail- 
able. 


Price Control 
Law:— 


It is too early to predict or to 
specifically analyze to what ex- 
tent and how soon the new 
Price Control Law will bring 
added price restrictions to the 
hardware distributing field. 
The purpose of this law is to 
curb inflation. In that objec- 
tive government holds “a big 
stick” over practically all buy- 
ing and selling and can regu- 
late everything but labor costs. 
This, of course, represents the 
one weak spot remaining in 
our war-time efforts to curb 
inflation. The hardware trade 
has had its full quota of price 
ceilings—builders’ hardware; 
screen cloth, nails, and, in fact, 
practically all merchant steel 
products. The steel products 
order (49) left the retail 
hardware trade out in the cold 
without any margin. At press 
time it has been announced 
that this stringent order has 
been modified and that, from 
now on, sales of 25 kegs of 
nails or less or of products con- 
taining not more than 2500 
pounds of metal will be exempt 
from the order. This is real 
progress and very good news 
for the hardware trade. Full 
details on this amendment are 
given in this issue on page 50. 
The original difficulty was due 
to the fact that the OPA ofh- 
cials charged with making price 
ceilings were quite ignorant of 
hardware distribution prac- 
tices and problems. One high 
OPA official has been quoted 
(by several reliable hardware 
men who protested the steel 
products order) that hardware 
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dealers do not sell full kegs of 
nails, standard lengths of pipe, 
sheets, etc., and that such busi- 
ness is of a wholesale nature. 
In fairness to these previously 
misinformed officials, it should 
be recognized that they are co- 
operating in an effort to correct 
inequitable restrictions as 
quickly as these inequalities are 
brought to their attention. 


Hardware Men 


In OPA:— 


In recent weeks, several 
competent wholesale hardware 
executives have been drafted 
to comprise the Hardware and 
Housewares Division of OPA. 
Specific announcements of 
their appointments will be 
made in the near future. It 
is reasonable to expect their 
participation in future price 
ceiling discussions prior to the 
issuance of official orders. This 
precaution should assure fu- 
ture price ceiling orders on a 
more practical and equitable 
basis. Even so war require- 
ments will necessitate contin- 
ued unwelcome restrictions 
and dislocations which even 
the most competent and prac- 
tical hardware men cannot pre- 
vent. We shall have to learn 
to cope with these by making 
adjustments as we go along for 
at all costs the War must be 
won. 





Steel Products Price 
Order No. 49 
Amended 


Complete details in this 
issue on page 50 





Donald M. Nelson:— 


As predicted in these pages 
some months ago, Oct. 2, 1941, 
to be exact, Donald M. Nelson 


is now the head man on war 
production and purchases. It 
was inevitable that the former 
vice-president of Sears, Roe- 
buck would receive this recog- 
nition, for he alone amorg the 
leading civilian experts in 
OPM, and related alphabetical 
agencies, had precisely the 
kind of experience that our war 
production and purchases units 
sorely needed. With all due 
respect to the many other good 
men associated with him, Mr. 
Nelson alone has had distribu- 
tion experiences. That has 
been the weak point in our de- 
fense and war time efforts to 
produce war needs with a mini- 
mum of delay and dislocation 
of civilian economy. In busi- 
ness he was a master at having 
what was needed exactly when 
and where it was needed and 
of keeping assorted stocks in 
balance—not too much and not 
too little. Given a free hand, 
he will untangle the labyrinth 
of cross purposes and confu- 
sion which has hampered the 
war effort and will organize 
war production on the proper 
basis without a complete dis- 
ruption of civilian economy. 
Although at first it may seem 
a little incongruous to expect 
independent wholesalers and 
retailers to applaud the prime 
position given to a former mail 
order executive, the fact of the 
matter is that Mr. Nelson’s ap- 
pointment at this time is the 
best news that wholesalers and 
retailers have heard since the 
pre-war defense program start- 
ed. As a sidelight on the sub- 
ject, a few days before Mr. 
Nelson was given his present 
position it was said that he 
would be a “sort of American 
Beaverbrook.” Since his ap- 
pointment British news re- 
leases refer to Lord Beaver- 
brook as acquiring additional 
authority similar to that ac- 
corded Mr. Nelson. Either way 
it is a good move and should 
produce results. 
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You can sell and deliver Lockwood Hardware 
for new Defense Plants and for Maintenance 


As this letter shows, Lockwood Hardware finds a large 
and growing market in manufacturing establishments. 
New Defense plants have high priority — and the 
maintenance of existing plants is provided for under 
Preference Rating Order No. P-100. 

Study this Order, for it covers more than a dozen 


broad classifications, as well as “any persons using 
tools or equipment to repair or maintain the property 
of any producer as defined.” 

Let us know if we can be of help. Remember, we're 
ready to supply you with Lockwood quality Hardware 
for National Defense. 


LOCKWOOD HARDWARE MFG. CO., Fitchburg, Mass. 


Division of Independent Lock Company 
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seed is sold each spring, grass 
seed being sold in 5, 10 and 25-lb. 
packages. About five tons of fer- 
tilizer are sold annually in 100-lb. 
bags and about $200.00 worth in 
small packages. Lawn mowers 
represent another good spring 
line. Last year the store sold 12 
power motors, mostly at $79.95 
each, although one $495.00 unit 
was sold. Sixty hand mowers 
added to last spring’s volume. 
These ranged from $5.95 to 
$23.50, so that the needs of all 
types of hand mower users were 
adequately met. The average 


George Jackson StreSSes tani tiwn mower sale was abou 


$12.50. Mowers were displayed 


Importance of Displays ine ve‘iewie" “"*" 





P 
EOPLE ins this 


section take pride in their lawns,” 
says George Jackson, hardware 
dealer in Newark, Del., a town of 
5,000 population, “and so we really 
go after business in lawn and gar- 
den goods with early displays. We 
try to change our windows once a 
week and install a window of 
seeds, plant food, mowers, etc., 
just after St. Patrick’s Day. And 
we make sales from those win- 
dows even if there is snow on 
the ground.” 

Both garden and lawn seeds are 
displayed together with fertilizer, 
plant food, etc., toward the back 
of the store and adjoining the 
wrapper counter, where customers 
may be further reminded that the 
store is in the seed and related lines 
business with a worth while stock. 








Packaged plant food, packaged and bulk seeds are by the wrapping counter. 
From $1200 to $1400 worth of Mass displays of grass seed and fertilizer indicate large stock carried. 
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w | They Sell Lawn and 
Garden Goods 





Large quantities of plant food and lawn seeds start customers thinking 
about lawns and gardens. This display faces the store's front entrance. 


Mahoney Relies on Early 
Displays and Direct Mail 


ALES of grass seed, plant 

food, and related items in the 
Brandywine Ave. store of David 
Mahoney Co., Inc., in Schenectady, 
N. Y., have increased year after 
year as a result of effective dis- 
plays and early spring and fall 
promotions. Grass seed and plant 
food displays are arranged early 
in March. These are set up on a 
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table facing the store entrance. 
Every person entering the store 
must pass this display with the re- 
sult that a large number of them 
are stimulated to purchase. Many 
of them buy at the time, while 
others start thinking about what 
they will need in this line and buy 
later at a later date. 

“More and more of our custo- 





mers are procuring their lawn and 
garden goods earlier as a result 
of these displays,” says E. J. Ma- 
honey, one of the owners. “The 
mass displays used in presenting 
this merchandise certainly make an 
impression on customers.” 

Lawn and garden goods are fea- 
tured on this key table until Au- 
gust. At that time the display is 
moved to the back of the store 
and is reduced in size. 


Fall Promotions 


Fall promotions on the line are 
started early in September. The 
same type of table display is used 
at that time while the promotion 
copy stresses the fact that in na- 
ture all planting or seeding is done 
in the fall. This theme is ex- 
tremely effective in selling the un- 
decided customer. . 

Direct mail pieces on lawn seeds 
produce excellent returns, and 
sales on high grade seed have in- 
creased every year as a result of 
these well planned campaigns. 


Postal Cards Used 


Postal cards are the basic mail- 
ing pieces in this promotion. 
Many of these are supplied by the 
grower of the store’s main line of 
seeds. Frequent mailings are 
made of cards carrying informa- 
tion on seeds and showing the cur- 
rent prices of this product. 

This supplier also furnishes a 
bulletin on lawn care to those cus- 
tomers desiring additional helpful 
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information on building and 
maintaining good lawns. Custo- 
mers receive this bulletin during 
the early spring and fall months. 
In addition to supplying customers 
with valuable information, it also 
serves to keep them coming back to 
the store whenever they need seed, 
plant food or other garden sup- 
plies. 


Customers purchasing lawn seed 
are asked to fill out this free 
subscription card so they may 
receive the lawn care bulletin. 


Here's How They Sell : 








Glick Uses Mass Displays 
of Lawn Seed to Advantage 


HE Glick Hardware Co. uses 

an entire table just inside 
the front entrance for displaying 
its complete line of lawn seeds. 
Most people stop when they see 
this impressive display and sales 
of this material have shown a 
steady gain since this table has 
been in use. The company is lo- 
cated in Morristown, a city of ap- 





proximately 16,000 population in 
the northern part of New Jersey. 
This is primarily a private home 
area and every home owner in the 
section a potential prospect for 
this merchandise. 

Featured prominently on_ this 
table is the lawn guide furnished 
by the grower of one line of lawn 
seeds. This loose leaf volume is 


This extensive line of lawn seeds is displayed on a table just inside 
the front entrance of the store. In the center of this display is the 
loose-leaf lawn guide containing complete information for customers. 


for the customer’s and salesmen’s 
use. It contains complete informa- 
tion on soil, grading, time to sow 
and seeding. Other sections in 
this book cover the care of new 
as well as established laws in con- 
siderable detail. 


Lawn Guide Aids Sales 


Salesmen frequently use the 
lawn guide in supplying customers 
with factual data in .connection 
with some of their lawn _prob- 
lems. Customers have more confi- 
dence in the salesman who uses 
the manufacturer’s suggestions as 
to the amount of seed to use in ob- 
taining a good stand of grass. The 
guide is also a great help in sell- 
ing better quality of seed. 

Occasionally this grass seed dis- 
play is moved to other parts of the 
store, but early in the season it is 
usually featured at the front. An- 
other good location for this type 
of display is near the wrapping 
counter at the rear of the store. 

The firm starts featuring its 
seed department at an early date 
and keeps at it throughout the en- 
tire season. Lawn and garden tools 
are always suggested to the cus- 
tomers of this department. 
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Lawn and Garden Goods 


a balanced arrangement results. If 
this is not considered, when the 





layout is made up the advertise- 
ment will not appeal to readers 
and its effectiveness will be mate- 
rially reduced.” 


m M. Warren & Co. Does It The first advertisements on 


With Pre-Season Ads 


M. WARREN & CO., Troy, 

e N. Y., finds that promoting 
lawn and garden goods early in 
the spring leads to increased busi- 
ness on these lines. Newspapers 
are used almost entirely for this 
type of advertising. The ads are 


not large but they describe items 


that will interest customers and 
which they will be sure to need 
in the immediate future. 

. “Qur advertisements are care- 
fully planned,” says John Mul- 
drew, advertising and display 
manager. “Unless this is done 
space cannot be used economical- 
ly. We also try to use as many 
illustrations as we can. Good il- 
lustrations help customers make 
up their minds regarding the pur- 
chase of items and serve to stim- 
ulate their desire for the goods. 

“Unusual heads that will catch 
the customer’s eye and bring it to 
our advertisement on the page are 
used wherever possible. These are 
secured from mat services some of 
which we subscribe to while others 
are made available by the local 
paper.” 

All advertisements carry the 
firm logotype set in heavy. block 
letters indicative of the hardware 
business. This is used at the top 
of the advertisement when no spe- 
cial heading is available or desir- 
able. When special heads are to 
be used the logotype is placed at 
the bottom or end of the adver- 
tisement. 

“We believe in pricing all items 
in the advertisement,” says Mr. 
Muldrew. “Now and then a price 
is omitted but this is the excep- 
tion rather than the rule. 


“Emphasis is given to certain 
items or a group of merchandise 
by placing it in a box within the 
advertisement. Special or feature 
items are often handled in this 
manner. Balance is just as impor- 
tant in an advertisement as it is 
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in a window display. Cuts must 
spotted around the ad so that 


be 


lawn and garden goods appear in 
the papers early in the season. As 
the season advances, larger ads 
are used for more items are in de- 
mand and the larger space is more 
effective. 
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New OPA Price Ceilings 


Washing Machines, Ironers 


OMESTIC washing machines 

and ironers, output of which 
has been materially curtailed by 
Government order, are brought un- 
der a price ceiling at the manufac- 
turers’ level in Price Schedule No. 
86, announced Feb. 2. This schedule 
prohibits manufacturers trom sell- 
ing domestic washing machines and 
ironers at prices above the highest 
prices in effect between Oct. 1 and 
Oct. 15, 1941. The schedule be- 
came effective Feb. 9. 

However, in the case of the Apex 
Electrical Mfg. Co., the maximum 
prices are those in effect on Feb. 2, 
1942. These reflect price increases 
allowed by OPA on certain models 
of washing machines and ironing 
machines after request by Apex, 
pursuant to OPA’s letter of Sept. 16. 

An important feature of the new 
schedule is the restriction placed on 
changes in specifications. This is 
designed to protect the public 


against indirect price increases 
through deterioration of quality or 
performance of the product. The 
new schedule also restricts the in- 
troduction of any new models, which 
were not offered for sale during the 
period Jan. 1, 1941-Feb. 8, 1842, or 
in process of manufacture between 
Oct. 16, 1941 and Feb. 8, 1942. 

Any model introduced between 
Oct. 16, 1941 and Feb. 8, 1942, may 
be sold at the highest price received 
during that period, pending OPA 
approval. The manufacturer must 
report both the highest price re- 
ceived and the specifications of the 
model to OPA by Feb. 25, 1942. 

While the current OPA order 
covers washing machines and iron- 
ers at the manufacturers’ level, Leon 
Henderson, price administrator, in- 
dicated that his office is prepared to 
move promptly to prevent any fur- 
ther advances by distributors and 
dealers. 


Refrigerators 


HIS new schedule, No. 102, 

adopts as maximum prices the 
manufacturers’ list prices in effect 
Feb. 2, 1942, excepting in the case of 
the General Electric Co., and the 
Frigidaire Division, General Motors 
Corp. Those two companies had 
agreed with OPA to continue to sell 
at 1941 prices until required data 
for 1942 prices was submitted for 
approval. 

“Private brand” refrigerators 
those made under contract for sale 
through large distributors under 
private names, are given maximum 
prices based on outstanding manu- 
facturing contracts in effect on Feb. 
2, 1942. 

The schedule uses “net price 
quoted” to describe the ceiling levels 


and defines that term as “the actual 
price, exclusive of Federal excise 
tax, but including charges for war- 
ranty (guarantee of, performance) 
and cooperative advertising, to be 
received by the manufacturer, f.o.b. 
seller’s point of shipment, or deliv- 
ered to the purchaser, whichever 
the price list specifies.” 
Refrigerator manufacturers who 
have had their 1942 model prices 
approved by OPA include: Crosley 
Corp., Cincinnati, Ohio; Nash- 
Kelvinator Corp. (Kelvinator Div.), 
Detroit, Mich.; Philco Corp., Phila- 
delphia, Pa.; Stewart-Warner Corp., 
Chicago, IIl.; Westinghouse Electric 
& Mfg. Co., Mansfield, Ohio, and 


Servel Corp., Evansville, Ind. 


Radios, Phonographs and Parts 


HE maximum price that a 
manufacturer may charge for 
any current model, or for tubes, or 
other parts, according to the sched- 
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ules, will be the highest net price 
received on Oct. 15, 1941, or in the 
three-month period prior. The use 
of such period permits the fixing of 


ceiling prices on items of which 
there were no sales on Oct. 15. 
These formal ceilings, which be- 
came effective Feb. 9, supersede in- 
dividual agreements with leading 
producers of sets and parts. 
Schedule No. 83 covers home re- 
ceiving sets, portable sets, automo- 


bile sets and television sets, as well” 


as electric phonographs, whether 
sold alone or in combination with 
a ‘radio receiver. Schedule No. 84 
applies to all tubes and parts, both 
original and replacement, for all 
models, whether current or old. 
Equipment and parts primarily de- 
signed for commercial, police, or 
military use are excluded from the 
ceilings. This exemption also takes 
in coin-operated phonographs (so- 
called “juke boxes”), which are 
classified as commercial. 

Manufacturers were specifically 
requested by Mr. Henderson to limit 
changes in any “suggested retail list 
prices” issued by them or their dis- 
tributors to a figure that will pro- 
vide no more than a normal mark 
up for wholesaler and retailer alike. 
Both wholesalers and retailers were 
urged to refrain from increasing 
prices on existing inventories. 

Prices for any models offered for 
the first time after Oct. 15, 1941, 
and before Feb. 9, 1942, must be 
filed for approval of OPA. However, 
until a decision is made on the 
prices submitted, a manufacturer 
may continue to sell those models 
for not more than the highest net 
price received or quoted between 
Oct. 15, 1941, and Feb. 9, 1942. No 
new models can be marketed after 
Feb. 9, 1942, unless the offering 
price is first approved by OPA. 

In the case of replacement models, 
which may not be sold at a higher 
price than the original model, the 
schedule requires the filing of an 
application for OPA approval, but 
permits the manufacturer to offer 
the set for sale 10 days after mailing 
in his application if OPA has not 
rejected the application in the 
meanwhile. 
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No. 82—Wire, Cable and Cable Accessories 


No. 83—Radio Receivers and Phonographs 


No. 84—Radio Receiver and Phonograph Parts 
No. 86—Domestic Washing Machines, Ironers 
No. 102—Household Mechanical Refrigerators 


Wire, Cable and Accessories 


ORMAL price ceilings in wire, 

cable and cable accessories at 
the Oct. 15, 1941, levels are estab- 
lished in Price Schedule No. 82 
issued by Leon Henderson, Admin- 
istrator, OPA, the schedule becom- 
ing effective immediately. This or- 
der supplants the informal request 
made to the industry on Oct. 29, 
1941, to maintain prices at not 
above the Oct. 15 figures. 

Products affected by the schedule 
include: bare wire; weatherproof 
wire; rods; magnet wire; non- 
metallic sheathed cable paper power 
cable; rubber sheathed cord and 
cable; rubber power cable; build- 
ing wire; asbestos insulated power 
cable; varnished cambric insulated 
power cable; telephone and _ tele- 
graph wire; telephone, telegraph or 
signal wire; special purpose com- 
munication or signal wire and cable; 
armored conductors; shipboard ca- 
ble; flexible cord and cord sets 
(including those used for portable 
electrical appliances), and cable 
accessories such as cable and sealing 
devices as potheads, cable terminals, 
cable terminators, and bells and 
junction boxes; unit packages for 
splicing cable of one or more con- 
ductors, and miscellaneous mate- 
rials used with joints for splicing 
cables of one or more conductors 
applicable to all cables of the solid 
insulated type for underground, 
aerial or submarine use. 

Maximum price for weatherproof 
wire has -been raised 2.375 cents 
per pound over Oct. 15 levels to 
17.5 cents. 

Contract provision for price ad- 
justment is limited to deliveries 
called: for and made more than 9 
months from the date of contract. 
In such cases, final prices may not 
exceed maximum prices in effect at 
the date of delivery. 
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Another feature of the new price 
schedule is an adjustment to cover 
about 50 per cent of the recent .65- 
cent increase in lead prices. Manu- 
facturers of lead covered cable will 
be expected to absorb the remainder 
of this cost increase. It is empha- 
sized that this provision in the order 
is temporary and subject to modifi- 
cation subsequently when OPA has 
studied data showing the effects of 
the lead price increase on costs and 
profits. Firm prices with no rebates 
on sales made during this period of 


study are permitted by OPA, bow- 


ever. 
Manufacturers making taxable 
sales of wire, cable or cable acces- 
sories may add a sum not more than 
the exact dollar amount of such tax 
to the maximum prices provided in 
the schedule, or to any lower prices 
charged for wire, cable or cable 
accessories, and shall list such tax 
as a separate item when billing. 
Manufacturers may not increase the 
maximum prices provided in the 
schedule by the amount of any ex- 
cise or sales tax added to the price 
paid for products incorporated in 
wire, cable, or cable accessories. 





Other Price Schedules of Interest 


to the Hardware Industry 


No. 6—Iron and steel products (including insect screen 
cloth)—sets maximum prices at levels prevailing during the 
first quarter of 1941. 

No. 40—Sets maximum manufacturers’ and jobbers’ prices 
at levels prevailing Oct. 21, 1941. Exempts retailers in the belief 
that they will apply the Oct. 21 levels to their list. This schedule 
originally included insect screen cloth, but that product was 
removed recently (see HARDWARE AGE, Feb. 5, page 75) be- 
cause it was included in schedule No. 6, above, and in No. 49— 
Iron and Steel Products and Resale. , 

No. 48—Set ceilings for flashlights, flashlight batteries, and 
flashlight bulbs. Revoked recently. See HARDWARE AGE, this 
issue, page 60. 

No. 49—All resales of iron and steel products in quantities 
normally handled by jobbers, dealers, and distributors are 
brought under a price ceiling at levels prevailing April 16, 1941. 
Applies to all selling full packages such as a keg of nails, 
standard length of pipe, or a whole bundle of fencing. See 
HARDWARE AGE, Jan. 8, 1942, pages 21, 54. New amendment 
exempts retailers—see page 50. 

No. 63—Sets price ceiling for new rubber tires and tubes. 

No. 64—Sets ceiling for domestic cooking and heating stoves 
at a maximum of 1]2 per cent of the lowest prices prevailing 
during the period Jan. 15-June 1. See HARDWARE AGE, Jan. 
22, 1942, page 235. 

No. 66—Sets price ceiling for retreaded and recapped rub- 
ber tires, the retreading and recapping of rubber tires, and 
basic tire carcasses. 
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By KENNETH A. HEALE 


Associate Editor 
of Hardware Age 


= store traf- 


fic is a basic retail problem. De- 
partment stores spend thousands 
of dollars advertising bargains, the 
sole purpose of which is to de- 
velop more traffic. Handling as 
they do practically every conceiv- 
able type of merchandise, these 
stores offer some lines which pro- 
vide a very limited profit in order 


to attract people who may pur- 
chase other items on which there 


is a good margin. Many drug 
stores and grocery stores handle 
various hardware items as traffic 
builders and, in some instances, 
these articles are of inferior qual- 
ity and are sold at little or no 
profit. There is, therefore, little 
reason why hardware stores, if 
they are in a position to do so, 
should not handle some quick 
turning, reasonably profitable non- 
hardware merchandise. 

Hardware firms seeking to really 
increase store traffic can frequent- 
ly find a solution to the problem 
by adding new, non-hardware 
items. As, under normal condi- 
tions, women do from 75 to 85 
per cent of the country’s retail 
purchasing, it might be well to 
seek lines having a feminine ap- 
peal for use as traffic builders. 

In this article are outlined some 
of the methods used by hardware 
stores in various parts of the coun- 
try in selling traffic building, non- 
hardware items. In some instances 
the firms installed very limited 
stocks in order to see how the idea 
would “click.” Other firms put 
in big stocks and advertised their 
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new non-hardware lines. While 
most of the items described are 
intended to be sold chiefly to wo- 
men, many men are quite likely 
to purchase them purely on im- 
pulse. 

It is an essential principle in 
handling these non-hardware items 
to see to it that they are priced no 
higher than they dre at other out- 
lets—and. slightly lower if it is 
possible. They should be of good 
quality, though not necessarily of 


“The statement ‘I use it myself’ 
coming from a well-groomed sales- 
lady, is always a good sales point.” 


top quality, and they should al- 
ways represent good values. 
Regardless of where these non- 
hardware items may be located in 
the store, they should regularly be 
given some window display space. 
An excellent way of calling atten- 
tion to these lines is to show them 
near the wrapping counter or cash 
register, and, in some fashion, they 
should be given some space rea- 
sonably near the entrance, no mat- 
ter where the main department in 
which they are featured may be 
located. Cards bearing appropri- 
ate messages and samples of some 
of the items could also be used to 
advantage. Such a department 
could be called “The Variety 
Shop,” “The Variety Department,” 
or some similar title. And sales- 
people should, whenever practical. 
make it a point of calling custom- 
ers’ attention to the department. 


Here’s How to Sell ‘Em! 
Canned Goods 


A mid-western hardware firm 
added canned goods to its lines 
and explained in its advertise- 
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on- Hardware 


Traffic Builders 


“Hardware firms seeking to increase 


store traffic can frequently find 


a solution to the problem by add- 


ing lines of new non-hardware items.” 


ments that the department was for 
the benefit of its staff, as many of 
its regular lines were becoming 
scarce because of priorities. The 
advertisements also explained that 
good quality merchandise was be- 
ing offered at reasonable prices to 





“A knitting department and knit- 
ters’ club has long been conducted 
by a southern hardware company.” 


permit continued employment of 
its entire staff. Whether other 
dealers wish to admit this reason 
or not, emphasis can well be 
placed on the “convenience of our 
patrons” theme. 


Cosmetics 


A New England hardware store, 
located in the downtown shopping 
area of a large city, took on an 
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exclusive line of cosmetics in or- 
der to build more traffic. As the 
store was chiefly devoted to men’s 
merchandise, the cosmetics were 
shown as part of the cutlery sec- 
tion and some window display 
space was devoted to the line each 
week. Catalogs on the line were 
distributed to women customers 
and were also mailed to some 
prospects. A New Jersey hard- 
ware dealer carries cosmetics of 
nationally known brands, possibly 
a better plan for any firm consid- 
ering such a departure. This de- 
partment is emphasized as having 
been installed for the convenience 
of the store’s feminine trade. It is 
both a feminine convenience and 
a profit-builder. In handling such 
lines, however, dealers should re- 
member the fact that a 10 per 
cent retailers’ excise tax must be 
collected and recorded for each 
sale. 

It is particularly essential that 
the hardware store using cos- 
metics as a traffic builder encour- 
age its salesladies to use the brands 
carried. Care should be taken, too, 
that the best looking woman in 
the store sell these lines. The 
statement “I use it myself,” com- 
ing from a well-groomed sales- 
lady, is always a good sales point 
to consider. 








Knitting Supplies 

A knitting department and knit- 
ters’ club has long been conducted 
by a southern hardware company. 


An instructress, who was well 
known in the community, was em- 
ployed to conduct classes three 
mornings a week. When the de- 
partment was first opened several 
years ago it was advertised in lo- 
cal newspapers. Emphasis was 
placed on the demonstrations and 
the instruction classes. Some ads 
even carried style illustrations 
showing what could be accom- 
plished with skillful use of knitting 
needles. With so many men being 
called to the colors these days, 
there is an increasing demand for 
knitting needs. 


Costume Jewelry 


An Indiana hardware store, at 
the time of remodeling, added cos- 
tume jewelry. Most of the items 
were priced at about a dollar al- 
though there were some 50-cent 
numbers. To suggest value and 
prevent unnecessary handling, the 
jewelry was shown in a neat glass 
case.: The department was given 
attention in the mimeographed 
material used to advertise the 
store’s wares and services. When 
costume jewelry is offered it is 
well to have the salesladies wear 
different costume pieces that come 
from stock. Department stores fol- 
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low this procedure in the sale of 
many items of interest to the 
ladies. Some plastics and metal 
costume items will, of course, not 
be available because of priorities, 
scarcity and previous orders from 
long established outlets. But there 
are and there will continue to be 





“The dealer once devoted part of 
a display window to them with a 
‘tree’ for them to perch upon.” 


some supplies of wooden and some 
plastic items available. Makers of 
many types of jewelry havé been 
subjected to curtailed production 
and will face further curtailment. 


Soaps, Soap Powder, Etc. 

Many hardware stores have long 
handled soap powder, soap, etc., 
for shaving, laundering and even 
toilet soaps. Since these are all 
replacement items, which all homes 
use daily in one form or another, 
they are “naturals” for the hard- 
ware dealer. Instead of limiting 
their soap departments to laundry 
and bath soaps, hardware stores 
might find it advantageous to add 
a line of wash cloths, face and 
bath towels, etc., in medium 
grades—not forgetting dish or tea 
towels. 


Camera Supplies 


Numerous hardware stores han- 
dle popular priced cameras, films, 
developing materials and equip- 
ment and even enlargers and bet- 
ter grade cameras. Scarcity and 
priorities have hit some of these 
lines and will continue to hit them. 
A good tie-in with a camera de- 
partment is the operating of a 
developing and printing service or 
a connection with a house that 
specializes in such work, having 
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the hardware dealer act as an 
agent for the photo finisher. One 
Massachusetts hardware store has 
long followed this plan and offers 
three well-known lines of cameras 
in three distinct price ranges. 


Stockings 

A Pennsylvania dealer has de- 
veloped a fair volume at a profit 
on popular priced silk stockings 
in several different grades. They 
are of good value and fairly well 
known lines. Priced to appeal to 
women, they bring the store a 
profit on each sale. They are dis- 
played up front where all men 
and women may see them. As con- 
ditions affect the silk stocking 
business, substitute material stock- 
ings can be added. Here again, 
the fact that saleswomen say they 
are users of the qualities offered 
can be a decided sales aid. 


Confections 


A mid-western hardware dealer 
stocks and sells fresh and salted 
nut meats, hard candies, etc., pri- 
marily to attract women shoppers 
as the store is in a downtown 
shopping area. During cooler 
months, nuts and nut meats are 
given window display _ space. 
Candies are given space in the 
windows, from time to time dur- 
ing the balance of the year. Good 
but not too high priced candy is 
offered. As the dealer puts it, 
“You cannot be successful in sell- 
ing candy unless you give some- 
thing of fairly good quality at a 
reasonable price.” Christmas, 
Thanksgiving, Easter, Valentine’s 
Day and Mother’s Day business is 
boosted by the candy and nut dis- 
plays. 


Canaries and Goldfish 


An up-state New York dealer, 
who happens to raise canaries as 
a hobby, sells from 150 to 200 
birds annually. Other dealers have 
handled canaries, not only for the 
sale of the birds but for sales of 
birdseed, cages, etc. The New 
York dealer once devoted part of 
a display window to these feath- 
ered songsters with a “tree” for 
them to perch on and earth for 
them in which to scratch. Ever 
since the installation of. that win- 
dow—although the plan was never 











repeatec—sales have continued to 
be good. In collaboration with 
wholesale distributors, some deal- 
ers offer specials of goldfish and 
aquariums from time to time. In 
the handling of either of these 
lines there is worthwhile repeat 
business in the necessary food 
and other consumption supplies. 


Notions 


Everything from buttons to 
thread is handled by a Pennsyl- 
vania dealer who also handles silk 
stockings. In addition, women’s 
necessities which many women 
buy from drug stores are also 
handled. Saleswomen sell this 
merchandise and many women buy 
these items from the hardware 
store rather than from a nearby 
drug store which does not employ 
women. Stationery is handled in 
the same department. Dress pat- 
terns also fit in well with such a 
setup. This is particularly true in 
the rural district stores. 


Fountain Pens, Pencils 


A California dealer added pens 
and pencils of the propel-repel 
type to his cutlery department. 
Items were offered at prices rang- 
ing from 25 cents to as high as 





“Work clothes constitute a very 
good line for the dealer cater- 
ing to defense production men.” 


$15.00. Youngsters with limited 
funds and adults with consider- 
ably more spending money were 
catered to by this section. 


School Supplies 


An entire table in a southeastern 
hardware store is devoted to note- 
books, loose leaf binders and fill- 

(Continued on page 42) 
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Novel Displays Solve Problem 


of Stock Maintenance 






- 


4 ith Koerner & Pin- 


gle Hardware Co. has solved the 
problem of maintaining order in 
its displays of fishing tackle + by 
working out some new methods 
for presenting many of the most 
troublesome items. The new dis- 
plays provide the customer with 
a certain amount of freedom in 
the examination and selection of 
the merchandise but they do curb 
his handling of many of the 
items, 
Thé company is located in 
Watertown, Wis., a city of ap- 
proximately 11,000 population. 
Numerous lakes in which fishing 
is exceptionally good are located 


FEBRUARY 19, 1942 


throughout the surrounding coun- 
try. As a result, the fishing tackle 
business is an important line in 
the store and the enthusiastic fish- 
erman keeps coming back time and 
again for additional equipment. 
“One of the most troublesome 
items in our stock was fish hooks,” 
says T. Koerner. “At one time we 
displayed all hooks in small bins 
on the ledge. A customer would 
look through each bin, handle 
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Fishing reels are fastened to a special display strip 
on the fixture upright so that they can be seen with- 
out difficulty. The customer can make a selection and 
decide which reel will fit his particular requirements. 






each type of hook and it seemed 
they never were able to get them 
back in the right bin. As a result, 
after several weeks of this, it was 
necessary for us to completely 
sort up the entire stock again. 
“We solved this display problem 
by using a wood panel and fas- 
tening on it a sample of every 
hook in our stock, the size and 
type of the hook being clearly 
(Continued on page 98) 


Fishing tackle stock 
now sold from samples 
at Koerner & Pingle's 








The purpose of this club is to 
exchange ideas and information. 
Take part by submitting your 
successful ideas for publication. 
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Keep Your Displays Selling! 


are 


usually responsible for the appear- 
ance of the table and other mer- 
chandise displays in retail hard- 
ware stores. Sometimes, when 
business is exceptionally good and 
the hours of the day pretty well 
filled, these “silent salesmen” dis- 
plays are apt to be neglected. 

Employees should guard 
against this possibility. Salesmen 
frequently do not realize that the 
displays have lost their effective- 
ness. Depletions of stock bins and 
deterioration of the general appear- 
ance of the display usually occur 
before employees, who are close to 
these merchandise presentations, 
realize that a change has taken 
place. 

One way to judge changes that 
have occurred is to make a trip 
through other local hardware or 
chain stores. The mind will pick 
up impressions about the displays 
in these stores. Then, when facing 
the various displays of merchan- 
dise in your own store, you will be 
able to see more clearly how they 
may be improved. When you re- 
turn from such a trip, you will, no 
doubt, bring back a number of new 
ideas which can be used in your 
own business to sell more mer- 
chandise and to attract more cus- 
tomers to your store. 

More than 64 per cent of the 
members taking part in the Janu- 
ary Idea Contest (winners are an- 
nounced on these pages) took the 
position that competitive merchan- 
dise should be stocked along with 
quality merchandise today. Only 
36 per cent of this group believed 
that the hardware dealer should 

y stick to quality mer- 
chandise alone. 

Members of the 

club gave some most 


= interesting and 


sound reasons in support of their 
views and answers to the question 
of the month. These should be 
equally enlightening to owners of 
hardware stores. Members are on 


the selling line and know what is 
necessary to take care of the de- 
mands and needs of customers in 
the community. They also are in 
position to know if competitive 
merchandise is helpful in their 
selling of quality goods. 





The Winners of the 
January Idea Contest 


The editors of HARDWARE AGE acting as judges, have 
selected the following first, second, and third prize winners 
of the December Idea Contest which called for answers to 


the following: 


“Is it advisable to carry competitively priced 
merchandise to compete with the chains and 
mail-order houses, or is it better to stick to 
quality merchandise? Give several reasons for 


your answer.” 


FIRST PRIZE—$5.00 
Won by 
W. B. HOPE’ 

A. D. Hope & Sons, 
McKinney, Tex. 


“I think the modern hardware 
store is almost compelled to carry 
competitively-priced , merchandise 
because: 

“1—There is a demand for both 
price and quality merchandise. 

“2—It is necessary to pull or 
draw more people into the store. 

“3—It provides opportunities to 
step up the sale from price mer- 
chandise to quality merchandise 
by comparison and to make the 
sale of the price merchandise if 
the step-up sale fails.” 

xk * 


SECOND PRIZE—$3.00 
Won by 
WAYNE K. GARDNER 
Gardner & Hall Co., 
Concord, N. H. 


“Local competitive conditions 
will determine to some extent the 


policy a retail hardware store must 
adopt as regards stocking of price 
or quality merchandise. Some lo- 
calities are so chain and mail- 
order-conscious that the only way 
to operate at all is with the greater 
part of one’s stock in price mer- 
chandise. However, in the great 
majority of communities there are 
many customers who appreciate 


WAYNE K. GARDNER 
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the value and economy of quality 
merchandise. 

“If I owned or managed a hard- 
ware store I would carry some 
competitively-priced merchandise 
in the fast turning seasonal lines 
only. At least 85 per cent of the 
inventory would consist of quality 
merchandise of well-known nation- 
al brands. 

“Should the time ever come 
when slogans such ‘Why pay more’ 
or ‘We sell for less’ take the place 
of the well-known slogan, “The 
recollection of quality remains long 
after the price is forgotten,’ or 
other well-known quality slogans, 
the hardware business will not be 
a good business. 

“This condition will never hap- 
pen for the local hardware dealer, 
by modernizing his store, placing 
more emphasis on selling, plus the 
advantage of being able to adjust 
his operations to meet local condi- 
tions faster than the centrally 
owned and controlled competition, 
will be able to face most any com- 
petition and survive.” 


* 





* 





THIRD PRIZE—$2.00 
Won by 
JESSE L. HOWLAND 
Howland Co., 
Plain City, Ohio 


“If you must carry competitive 
merchandise use it only for com- 
parison. As a general practice, it 
is better to stick to quality mer- 
chandise because in this field lies 
the reward of salesmanship. 

“Comparing merchandise helps 
a salesman know his goods, and, 
because he knows his merchan- 
dise, he can show the customer 
that greater values are to be found 
in quality articles, not in the cheap 
competitive goods. 

“Another reason why it is better 
to stick to quality goods is that a 
customer will recommend his 
source of supply to friends if it is 
satisfactory. In this way quality 
merchandise eventually reduces 
sales resistance and gives the store 
a reputation for satisfactory goods. 

“I believe quality merchandise 
and salesmanship is the best solu- 
tion to chain and mail-order com- 
petition.” 


* 


Honorable Mention 


The judges award the ratings of Honorable Mention and a payment 
of $1.00 to the following contestants whose entries, though not win- 
ning one of the major prizes, were considered worthy of publication. 


J. M. STANLEY, JR., Railey Mi- 
lam, Inc., Miami, Fla. 


“Tt takes a salesman to sell qual- 
ity merchandise. Any clerk can sell 
competitive merchandise. If you 
sell the customer on quality, you 
have made a friend and laid the 
ground work for additional busi- 
ness. This means greater earning 
power for the business and more 
opportunities for employees. I 
am getting my training in a firm 
that handles nothing but quality 
merchandise.” 


DANIEL R. WOODBURY, Waite 
Hardware Co., Southbridge, 
Mass. 


“We should carry competitively- 
priced merchandise because: chains 
and mail-order houses do; mer- 
chandise leaders attract new cus- 
tomers; we must cater to the en- 
tire buying public; it helps sell 
related articles; we must not allow 
the public to think that we are 
high priced; it keeps us active and 
keen to competition; to stock qual- 
ity merchandise alone and wait for 


You receive $1.00 for each idea 
considered worthy and accepted 
for publication. Watch these 
pages of successful ideas. 


customers to come in is sure death; 
it helps us retain our reputation for" 
leadership in the community; if we 
know how to buy right there is 
profit in it; it has been proved 
that, prices being equal, our cus- 
tomers will forget the chains; it 
helps to hold regular customers, 
and we must give customers what 
they want, not what we want to 
give them.” 
kw 


CARL WEIDNER, The Heldt- 
Monroe Co., Evansville, Ind. 


“The modern hardware store 
must carry both competitive and 
quality merchandise. The com- 
petitive merchandise is carried to 
appeal to the public and to con- 
vince them that hardware stores 
can sell just as cheaply as any other 
stores. There are people in every 
community who can buy the best. 
There are others who want the best, 
but are limited as to what they can 
buy by the amount of money they 
have for such purchases. Often 
these people can be sold a better 
quality but in order to attract them 
to the store you must promote com- 
petitive-priced goods. To mention 
one specific example, the tool busi- 
ness of the country might today be 
handled primarily by chain stores 
if a few progressive jobbers had 
not banded together to produce a 
line of competitive tools for the 
retail hardware store during the 
last depression.” 


x* * 


A. J. THIBAULT, ‘Missoula Mer- 
cantile Co., Missoula, Mont. 


“T am in favor of carrying com- 
petitive merchandise as it helps to 
sell more quality merchandise. It 
holds customers to your store who 
would otherwise seek a chain. 
Other sales frequent- 
ly are made as a re- 
sult of having this 
competitive mer- 
chandise in stock.” 





















By “ALIAS LOU DARRO” 


l HAVE probably 


bought more hardware over the 
retail counter than any other per- 
son in the United States. 

Have we met? If not, as you 
read this a warm feeling may 
come over you. You may even say 
to yourself, “Here’s the hardware 
man’s best friend.” But there is a 
catch. 

The catch is, that all of my pur- 
chases were made with bad 
checks. Hundreds of them, in all 
parts of the country. Now you 
know that I am not your friend. 
You need not worry, however, 
about my ever coming into your 
store because I am serving a life 
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The tools of the trade 


Meet the “paper hanger’, 


the 


chap who passes bad checks, 
and learn how to avoid him 


sentence in a penitentiary. The 
charge is forgery and I was given 
life because I am termed an habit- 
ual criminal, having served previ- 
ous sentences for a like offense. 


EDITOR’S NOTE: This story 
was written under an alias by a 
prisoner serving a life sentence in 
a middle western penitentiary, 
and is published with the full per- 
mission of the warden of that in- 
stitution. In publishing this story, 
HARDWARE AGE hopes that 
the following discussion of tech- 
niques will be of assistance to hard- 
ware dealers in recognizing bad 
checks and will contribute to a 
reduction in the losses which they 
have inflicted upon the hardware 
business. 


In the argot of thieves a man 
or woman who makes a career of 
passing bad checks is known as a 
“paper hanger.” I learned too late 
that it is about the rottenest busi- 
ness in the world. 

Knowing that now, even think- 
ing about it every day, which I do 
many times, can accomplish no 
good for you or for myself. But it 
occurred to me that it might 
serve a worthwhile purpose if I 
should tell some of my methods 
and experiences in the racket. 

A successful “paper hanger,” 
contrary to popular belief, is not 
necessarily an expert penman. The 
success or failure of any scheme 
he undertakes depends entirely 
upon his ability to gain the confi- 
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dence of his victim; to divert his 
attention and to make the subse- 
quent presentation of the bad 
check come as a natural conclu- 
sion of the transaction. 

The average bad check artist 
knows how large a eheck can be 
cashed in every type of store. One 
of the most commonly used rack- 
ets is the “personal” check, 
wherein a fraudulent personal 
check is given for merchandise. 
The merchandise is then disposed 
of through a “fence”—a receiver 
of stolen goods. 

I have purchased literally hun- 
dreds of articles of merchandise in 
this manner—-radios, electric ra- 
zors, fans, small motors, home- 
workshop tools, silverware sets, 
lawnmowers, and on one occasion 
an electric washing machine. The 
necessary requisites for thievery 
of this kind are, the check, sufh- 
cient identification, and an abun- 
dance of unmitigated “gall.” 


Fake Identification 


Usually a social security card, 
a membership card in some or- 
ganization such as the Y. M. C. A. 
or a savings pass book will serve 
for the identification. 

Suppose you are a salesman on 
the main floor of a large hard- 
ware store. A young couple, pos- 
sibly newlyweds, enter. The man 
has quite evidently been led into 
the shopping foray against his 
will. He seems anxious to get to 
the business at hand—in this case 
that of buying a lawnmower—and 
be on his way to the office. 

In the course of the sale the 
clerk learns that the “customer” is 
familiar with most types of lawn- 
mowers. He mentions several of 
the well known makes. Their re- 
action seems to say to the clerk. 
“one machine is about as good as 
another, let’s get it over with.” 

The idea, of course, in all this 
by-play, is to establish a friendly 
sympathetic relationship between 
the customer and the salesman. 
Finally, a selection is made. The 
husband informs the salesman that 
he will call for the article later 
that evening as he returns from 
work. No deposit is made and no 
name is left. 

The idea in the mind of the 
crook in not leaving a deposit or 
his name is that, when he actu- 
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ally does return near closing time 
it will create an element of sur- 
prise. The clerk has probably 
counted the sale as lost and this 
new and unexpected good turn 
will divert his mind from the 
check when it is presented in pay- 
ment. The check will be given at a 
time when the bank is closed and 
no damaging information can be 
obtained by the credit manager 
through a friendly teller. 

In several instances, upon my 
return to the store to pick up my 
purchase, I have been told by the 
salesman that he did not expect 
me to come back. I have found 
(and I know other thieves have 
had the same experience) that 
this is the logical moment to pull 
out the check book and begin writ- 
ing and, at the same time, ask the 
salesman to have someone take the 
lawnmower out to the car. 

It is hard to explain but in over 


20 years of “hanging paper,” | 
have only on rare occasions been 
asked for any identification other 
than the stock ones always carried 
by bad check artists. 


Four Stores a Day 


A good day’s work for a thief in 
the hardware line is about four 
stores. That is, the “paper hanger” 
and his helper spend the morning 
preparing the groundwork or get- 
ting the salesman’s confidence 
and the late afternoon in gather- 
ing in the merchandise. 

I have met, in prisons and out, 
at least a hundred men whose sole 
means of livelihood has been pass- 
ing worthless checks. I think it is 
safe to say that this method is the 
one most commonly used. 

There is always a “fence” or 
pawnbroker willing to accept the 

(Continued on page 100) 


Shows Lawn Mowers With 
Steel Goods 


HIS home made fixture shows 

the complete stock of lawn mow- 
ers of the Union Paint & Hardware 
Co., Union, N. J., in an attractive 
manner. The rack slopes from the 
floor to the wall. 
Lugs on the main 
supporting pieces 
hold the mowers 
in place. This unit 
is in the center of 
the steel goods 
display which is 
located at the 
front of the store. 

Mowers are 
easily removed 
from the display 


This display of 
lawn mowers was 
surrounded by a 
number of other 
related lawn and 
garden articles. 
Many extra sales 
were made as a 
direct result. 





for demonstration. Customers also 
like the display because most of the 
mowers are shown at other than floor 
level, which makes it easy to ex- 
amine the features of each. 
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This mass display of lamp 
shades, in a wide range 
of prices, is in contrast to 
the specialty shop style 
of arrangement. Neat- 
ness is the keynote here 
as it is in other sections. 


Po to femi- 


nine inclinations, showing attrac- 
tive displays of a wide variety of 
housewares, having women sales 
clerks and featuring profit-making 
merchandise pays dividends to the 
housewares department of the 
Phipps Hardware Co. of Greens- 
boro, N. C. This firm, in short, 
runs a housewares set-up that 
really appeals to the ladies in that 
city of 60,000. 

Miss Julia Boone, who manages 
the department and is assisted by 
women sales clerks, says, “Our 
girls let customers browse around 
in this department and don’t run 
after them. Therefore, a great 
many of those who visit the de- 
partment ‘just look around,’ see 
things they like and purchase 
them.” 
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Housewares Sales Mount When 
Customers “Browse Around” 


Table settings, 
and help friends of prospective brides 
select harmonizing gifts. Table linen 
and flowers are the only “props.” Other 


items are the bride-to-be’s selections. 


Catering to women, sales- 





like this, build traffic 


ladies, profitable lines— 
all build glassware and 
china business for Phipps 


Prospective brides bring the 
housewares section considerable 
business because of the fact that 
their vanity is appealed to and 
also because of the wide variety 
of selections offered. “When a 
prospective bride selects dinner- 
ware, flatware, glassware or crys- 
tal ware, we sometimes make a 
table setting of the items,” says 
Miss Boone. “The bride-to-be’s se- 
lections in such instances, are 
placed on a table covered with a 
table cloth and linen napkins and 





a card bearing her name is also 
placed upon the cloth. As a result, 
her friends in the community will 
visit the store to look at the selec- 
tions. With the exception of the 
cloth and napkins, everything 
shown is as it was selected by the 
prospective bride.” 

As soon as the firm learns of the 
plans for a wedding, the bride-to- 
be is invited to visit the store. Her 
selections are recorded so that 
friends desiring to purchase gifts 
for her may avoid duplications 
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A PUNCH? 
A KNOCKOUT? 





Which does your 
customer want in .22’s? 


Sometimes, a moderate speed is 
highly desirable in .22 ammuni- 
tion—as in informal target shoot- 
ing, plinking, or for game that 
doesn’t require a lot of stopping 
power. For these uses, by all 
means sell New and Improved 
Kleanbore .22’s. They have plenty 
of power, are accurate, and suit 
many shooters’ needs. 

Suppose a customer wants 
maximum power? Then he’d be 
well satisfied with Kleanbore 
Hi-Speed .22’s. They have tre- 
mendous hitting and stopping 
power, flat trajectory, and de- 
pendable accuracy. They’re per- 
fect for small game, pests, and 
vermin shooting. Remington .22’s 
give shooters the range of. power 
they need. 


( Advertisements ) 
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This spring won’t be one for day dreaming 
as the weather gets warmer, or for those 
attacks of “spring fever” we all experience. 
There’s going to be lots of work to do, and 
for much of the equipment they are going 
to need, Mr. and Mrs. Public must rely on 
the hardware dealer. 

The small home garden is going to be 
given a new impetus this spring—people 
who never planted anything before will 
come to you for tools, plants, seeds and fer- 
tilizers. And information, too. Home owners 
are going to need repair materials to pre- 
serve and maintain their homes and prop- 
erty—paints, cement, plaster, wallpaper, 
linoleum, and roofing. Everybody is going 
to work longer and harder. This will be 
reflected in increased sales of seemingly 
unrelated items, such as work gloves, dinner 
pails, hand tools and alarm clocks. 

People are going to need to relax com- 
pletely whenever they get the chance. And 
there’s no better way to do this than with 
the sporting goods that hardware stores 
sell—fishing tackle, baseball, tennis, and 
softball equipment, guns and ammunition. 

Yes, this coming spring will offer a chal- 
lenge to hardware dealers. But it will also 
afford them an opportunity of helping 
their friends and neighbors produce more 
and accomplish more. And that is a big 
reward in itself. 
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* ‘“‘Kleanbore’’ Hi-Speed, New and Improved Kleanbore are reg. U 





Since the days of the pio- 
neers and Indian scouts, tar- 
get shooting has been a 
traditional American sport. 
Today, under the auspices of 
the National Rifle Associa- 
tion, and target-shooters gen- 
erally, the sport has gathered 
even greater momentum. All 
over the country, people who 
know how to shoot are in- 
structing adults, boys, and 
girls in the fundamentals of 
target shooting, sighting, safe 
gun handling. You can fur- 
ther this interest by display- 
ing rifles and ammunition, by 
cooperating with local rifle 
clubs to enroll new shooters, 
even—as some hardware deal- 
ers are doing—by helping 
local rifle clubs build indoor 
and outdoor shooting ranges. 









SAYS MERCHANDISING MIKE 


“There aren’t 
any priorities 
on salesmanship.’’ 





Today, informed selling is 
more important than ever be- 
fore.. It’s a smart idea to get 
a customer to tell you his 
exact requirements when he 
comes into your store. The 
chances are that you’ll be 
able to suggest something 
that will work satisfactorily 
for him, even if it isn’t what 
he asked for. You’ll make an 
extra sale, and a customer. 
Try to remember as many of 
the features and uses of 
things you have in stock as 
possible. This information, 
plus a little ingenuity on your 
part, will go a long way 
toward bridging the gap be- 
tween “on hand” and “short- 
age” items. And you render 
your customers real service 
they’ll appreciate. 


S. Pat. Off. by Remington Arms Co., Ine 








Dinnerware is shown on sidewall 
units with a few settings on the 
tables. The appearance is that 
of an exclusive specialty shop. 


and choose items that will har- 
monize with the ones she has pur- 
chased. The store features quality 
giftwares and enjoys business with 
the well-to-do families as well as 
with those in the more modest in- 
come groups. 

Odd pieces are offered in the 
department at $1.00 and $2.00 
each. Dinnerware prices start at 
$2.00 per plate or for an individual 
cup and saucer. Forty-two open 
stock patterns of dinnerware are 
offered, providing customers a 
wide variety from which to make 
their selections. There is also a 


How to Merchandise Non-Hardware 


ers, pencils, ink, rulers, erasers, 
etc., for youngsters attending a 
nearby school. While these are 
small units of sale they bring in 
the youngsters. This builds future 
customers for larger merchandise. 


Work Clothes 


Work clothes, including over- 
alls, caps, shirts, etc., constitute a 
very good line for the hardware 
dealer catering to defense produc- 
tion men. As the war’s intensity 
increases, more people will use 
work clothes than ever before to 
save their more expensive attire 
from extra wear. 
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wide variety of rock crystal and 
molded and pressed glassware, 27 
patterns of crystal ware being 
offered. 

Careful attention to customer 
demand and the elimination of 
slow movers also help make the 
department a profit maker. As to 
the stock problem, Miss Boone 
observes, “Everything shown in 
this department is dated upon ar- 
rival, so that we can always tell 
how long a particular piece has 
been in stock. If you watch stock 
carefully you don’t have to run 
sales. When a pattern is to be 
closed out we inform customers 
who have that pattern of our in- 
tention.” 


Crystal ware and pressed glass are made more attractive by 
displaying them on glass shelves in front of mirror back- 
grounds. Note the odd pieces which are shown upon the ledge. 


(Continued from page 34) 


Greeting Cards 


Some hardware stores handle 
greeting cards for Christmas, Val- 
entine’s Day, Easter, etc. Others 
carry them the year "round for 
such as birthday, anniversary, 
graduation, convalesence, sympa- 
thy and congratulation cards. A 
New England hardware dealer 
carrying a year ‘round stock of 
greeting cards for all occasions 
says, “Cards are not sold—people 
buy them.” 


Phonograph Records 


People are interested more than 
ever in having recordings of pop- 


Profit Builders 


ular music by “name” bands, 
overtures, symphonies, etc. Young- 
sters and adults will flock to the 
store carrying a reasonably good 
variety of records. With such a 
department, the really low priced 
popular recordings and some of 
the higher priced records can be 
stocked. Since records are priced 
at such low levels the profit possi- 
bilities are steadily rising. Your 
record department should be near 
the radio section if you have one, 
together with record-playing equip- 
ment. Where practical, more or 
less sound proof space should be 
provided where buyers may listen. 
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American women everywhere are being 
urged to build better national health 
and to spend more and more time for 
war relief work. 

























Demonstrate to your customers how 
the new big capacity and automatic 
features of ‘*Wash-White’? Washers 
save time and improve health through 
personal cleanliness. Convince them 
that UNIVERSAL Washers have what 
it takes in style, control and durability. 
In 1942 sell the line that is backed by 
promotion to “keep ’em rolling” off 
‘ your sales floor. Wire or write today 
for full information about ‘‘Wash- 
White’? Washers. 


UNIVERSAL FEATURES 
Step Up Sales and Profits 


50% Larger — 9 lb. Tub 
Time-A-Matic Switch 
Exclusive Sterilator Agitator j 
Automatic Roll-Stop Wringer és 
Automatic Safety Switch [e. 
Everlast Mechanism 
Full Power Direct Drive 
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YPS Flasher Display—This 
unique display piece is 
offered dealers by the 
Youngstown Pressed Steel, 
Division of Mullins Mfg. 
Corp., Warren, Ohio. Un- 
lighted, the view of a 
kitchen with the usual ugly 
drainpipes of the outmoded 




























kitchen display. 


Displays Reflecting Signs—The U. S. 
Lite-Ray Co., Dayton, Ohio, is mak- 
ing this interesting display card 
available to dealers for the purpose 
of featuring their reflecting signs. 
Can be shown in either a window or 
interior display. 
























Attractive Window “Decal”—Black, 

red and gold are the colors of this 

window-pane emblem which is sup- 

plied Cory Glass Coffee Brewer 

dealers by the Glass Coffee Brewer 

Corp., Chicago. A handy kit of uni- ms 
versal parts is also packaged for () 
Cory dealers 





anywhere to advantage. ° 

















wide and 18 in. high. 





sink and general disorder 
is shown. In a flash this 
scene is changed 
new and beautiful 
modern kitchen. 
board standard makes it 
possible to use this display 
card at any point 


into a 


A card- 


Plastic Switch Plates—This display, 
22 in. wide by 27!/2 in. high, shows 
plastic Protect-o-shields and switch 
plates and is a feature of a deal put 
out by the Gits Molding Corp., 4600 
Huron St., Chicago. Complete range 
of colors is included in deal as is 
range of luminous plastic plates. 
Four-color card can be displayed 


Carborundum Sharpening Stone Display— 
This new display in bright colors will stop 
customers and remind them that they need 
a good sharpening stone. It is offered free 
to dealers by the Carborundum Co., Niagara 
Falls, N. Y., with the purchase of an assort- 
ment of eight stones. The display is 15¥/2 in. 
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Tells the Fluorescent 
Story — Two actual flu- 
orescent lamps are in 
this display unit. One 
48-in. lamp is in the 
hands of the lithograph- 
ed figure while a 24-in. 
lamp is held by special 
construction so that the 
dealer can illuminate it. 
It is bound to catch the 
eye—one reason why 
the General Electric 
Company, Nela Park, 
Cleveland, Ohio, fea- 
tures it. 


Emphasizes Electric Fencers—Easels 
form the background for an unusual 


display of the No. 333 “Red Devil” 
Fencer of Landon P. Smith, Inc., Irv- 


ington, N. J. The 


fencer itself. is 


shown in the left foreground and is 
ready for use for demonstrations. 


These Display Helps 


Taperlite Display 
Stand — The Wiil 
& Baumer Candle 
Co., Inc., of New 
York City and 
Syracuse, N. Y., 
is furnishing this 
stand free to deal- 
ers with their in- 
troductory assort- 
ment containing 
12 dozen each of 
10-in., 15-in., and 
18-in. Taperlites. 


Illuminated Sign—Shows the way to 
the hobbycraft department and can 
be easily hung and weighs very 
little. Transulcent blue and red on 
black background. Socket, plug and 
cord included. Furnished to dealers 
by Megow, Philadelphia. 


“Swivel-Head” Flashlights on Display—This 
counter display features the new “Swivel- 
Head” flashlight of the United States Elec- 


tric Mfg. Corp., Chicago. 


It can be placed 


on any counter or level space and is finished 


in colors which attract passersby. 
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Devil) No.333 ELECTRIC FENCER 






























+MILES S°# OF SINGLE WIRE FENCING 




















March-Time for Early Garden Goods 


and Baseball Equipment 


Dies will be 


very much in style this summer 
in every town, city, suburb or any 
place where a plot of ground is 
available. Most families will try 
to offset higher food costs by 
planting a garden and raising 
their own fresh vegetables if it is 
at all practical for them to do it. 

People will have more time for 
this kind of work. Restrictions of 
one type or another will make it 
necessary to work off excess ener- 
gies in new ways and growing 


vegetables in a garden will be di- 
recting people’s efforts into pro- 
ductive channels. 


Thrift and Patriotism 


Hardware dealers with complete 
stocks of garden seeds can show 
customers how to be thrifty and 
patriotic at the same time. Grow- 
ing a garden and investing the 
money saved in defense stamps or 
bonds is one way of doing it. Show 
how easy it is to grow a garden 
and provide customers interested 


in undertaking such a project with 
booklets on the subject. Many 
manufacturers of seeds will be 
glad to supply dealers with ma- 
terial of this type at a relatively 
small cost. 


An interesting window display 
of this material will do much to 
start many individuals thinking 
about gardens. Be sure to stress 
the thrift angle in connection with 
this display. Garden goods should 
be featured. 


Seeds are among the best traf- 
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GARDEN AND LAWN GOODS WINDOW 


MERCHANDISE: Lawn seed. plant food. garden seed, flower seed, bone meal, lawn rakes, 
lawn brooms, garden rakes, garden hoes, cultivators, shovels, spading forks, spades, garden 
hose, sprinkling pots. sprinklers, nozzles, hose couplings and menders, canvas gloves, 
pruning shears, hedge shears, flower bed border, grass shears, grass hooks, hose reels, 


plant food spreader. 


BACKGROUND: Center panel of light green corrugated board or painted wallboard. Side 
panels of dark green material. Cut-out letters of dark green. 
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BASEBALL EQUIPMENT WINDOW 


MERCHANDISE: Catcher’s, fielder’s and first baseman’s gloves, bats, baseballs, soft balls, 
indoor balls, catcher’s mask, rule books, golf clubs, wood clubs, bags, matched irons, golf 
balls, tees, tennis rackets, badminton rackets, tennis balls, racket cases, racket presses, 


badminton cocks. 


BACKGROUND: Center panel of light green corrugated board or painted wallboard. 


Side panels of dark green material. Cut-out letters of dark green. 


fic building items in the hardware 
store in the spring. Practically 
every home owner needs some 
kind of seed at this time of year. 
A number of years are required 
for the business to establish itself 
in this line and quality seeds and 
a wide assortment of different 
varieties are needed. 

Customers will walk to any 
place in the store to purchase 
In view of this fact, the 
seed department should be located 
at the rear or certainly in some 
spot that would benefit from the 
increased traffic sure to follow. 


seeds. 


Show Related Merchandise 


Many items are related to seeds 
or are used as a result of seed 
purchases. See that this merchan- 
dise is on display in the space 
adjacent to the seed department. 
If salesmen do not suggest related 
items, the display of the mer- 
chandise itself will help to make 
the sales. Keep these displays 
clean and well arranged and see 
that full assortments are main- 
tained. 
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Dealers should emphasize the 
great opportunities for increasing 
volume whenever seeds are sold. 
Customers generally need several 
additional items to complete their 
planting jobs. The salesman who 
can suggest other merchandise in 
a way that is not objectionable 
will be able to render customers a 
more complete service and, at the 
same time, increase his sales con- 
siderably. The sale of the seeds 
frequently is the smallest part of 
the transaction, so watch for the 
second sale opportunities. 


Baseball Time Is Here 


The baseball season of 1942 will 
be opened late this month. Na- 
tional Baseball Week starts March 
29 and ends April 4. Be sure to 
mention this official week in the 
window displays you install. 

Other spring sporting goods 
such as golf and tennis merchan- 
dise could also be included in this 
display. The emphasis, however, 
should be on baseball and this 
merchandise should have the key 
spot in the window. 


Secure the attention of everyone 
in your community to your dis- 
play by featuring pictures of the 
local professional, high school, or 
softball championship team of the 
preceding season. Everyone likes 
to see his picture on display and 
friends of the players also enjoy 
seeing photographs of their idols. 
So add this little human interest 
angle to your display and you 
will increase its pulling power 
many times. 


Color Combinations 


Sales messages in windows 
should be limited to as few words 
as possible. Crowded copy is sel- 
dom read. The color combination 
of these messages is also an im- 
portant factor if they are to be 
attention-compelling and _ easily 
read. 

Color combinations in order of 
legibility and visibility are listed 
as follows: 1—Black on yellow; 
2—Green on white; 3—Red on 
white; 4—Blue on white; 5— 
White on black; 6—White on 
blue; 7—Black on white. 
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ANSWER: All the Manila rope this country can produce 

. because alongside sailors we must now include 
soldiers, marines, plus the 17 civilian workers required 
to equip every single armed man. 


TO HELP SMASH THE AXIS, rope must be con- 
served. So your Government is wisely limiting sales of 
Plymouth Ship Brand Manila Rope to the Armed 
Forces—and specific War Industries. 


HOW MANILA FIBER SHORTAGE AFFECTS HARD- 
WARE STORES: You can no longer sell Manila Hay- 
fork rope to farmers—or Manila rope for lariats. The 
same restriction applies to construction 
fields, to transportation services, to yacht- 
ing and other activities. War needs must 
come first so far as Manila Rope isconcerned. 


YOU CAN SELL PLYMOUTH WARTIME 
ROPE. This is an emergency grade made to 
fill non-military demands. It is as fine a 
rope as we can produce for civilian use un- 
der present conditions, as specified by the 
Government. It is composed of the finest 
sisalana fibers available and is approxi- 
mately 80% as strong as our famous 


Plymouth Ship Brand Manila. 
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ALL ROPE MUST BE CONSERVED. Emphasize this 
point to your customers. Make sure they realize that 
Plymouth Wartime Rope has approximately 80% the 
tensile strength of our regular Plymouth Manila. Make 
certain they use the Plymouth Weight and Strength 
Table to avoid overloading and breakage. 


IF YOU USE A PLYMOUTH ROPE SALESMAKER, 
you should attach the WAR NEWS strip which gives 
necessary information regarding priorities and tensile 
strength. This strip will be sent you FREE when you 
mail the coupon. And— 

GET YOUR COPY OF THE EMERGENCY 
SERVICE BULLETIN—and the consumer 
booklet that tells how to make rope last 
longer. Mail the coupon today. 


PLYMOUTH CORDAGE COMPANY 
North Plymouth, Massachusetts; Welland, 
Ontario. Division Offices: New York, 


Chicago, Houston, San Francisco. Ware- 





PLYMOUTH 
© Nope You ( ai tr 








house Stocks: NewYork, Boston, Baltimore, 
Philadelphia, Cleveland, 

Chicago, Houston, 

San Francisco. 


PLYMOUTH CORDAGE COMPANY 


PLYMOUTH 


North Plymouth, Massachusetts 

(Check Here) 

OI use a Salesmaker—so please send me the WAR NEWS 
information strip. 


EMERGENCY 
SERVICE BOOK 


Send me acopy of the new Ply mouth Rope Emergency Book ’ We 2 


NAME 


as well as the booklet. 


"Making Rope 


ast Longer” 





T H E Rone Y e) ) C A N T R ~ 3 T which i is also available for distribution to my cet 


PLYMOUTH CORDAGE COMPANY 


North Plymouth, Massachusetts «Welland, Ontario 
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A Summary by 
GEORGE A. FERNLEY 
Secretary-Treasurer, 


National Wholesale Hardware 


Association 


“yp RICE Schedule No. 49, cover- 
Pp... the resale of iron and steel 
products, was amended by an 
order signed by Leon Henderson, 
Administrator of the Office of Price 
Administration, on Feb. 2. 

The more important changes are 
Section 1306.154 (b), Filing Prices 

This section has been changed in 
that it requires the filing in dupli- 
cate of prices in effect April 16, 
1941, by sellers “having annual gross 
sales of $100,000 or more even 
though iron and steel products com- 
prise only a part of the total, in 
afidavit form.” This filing, of 
course, was called for prior to Dec. 
31, 1941, but some persuns have not 
as yet complied. 

Section 1306.157 (m), “Mixed 
Carload”— is redefined as “a bona 
fide ‘mixed carload’ containing not 
less than three items of steel of sub- 
stantial quantity and of different 
type such as strip, plates, sheets, 
bars. (Hot rolled and cold finished 
bars or hot rolled and cold rolled 
sheets shall be considered as ex- 
amples of different types of steel 
products in this definition.)” 

Section 1306.159 Appendix A. 
Section (f) Maximum delivered 
prices for dislocated tonnage—has 
been changed to read as follows— 

“In case of shipments by a seller 
of 150 miles or more, and if ship- 
ment is through or into any listed 
city, or substantially in the same 
direction and past any listed city, 
or in case of any shipments by a 
seller of not less than 350 miles, the 
maximum delivered price for any 
iron or steel products so shipped 
shall be the country price of the 
seller plus less-than-carload freight 
as customarily charged less 15 
cents per cwt.: Provided, That such 
deduction -of 15 cents, or any part 
thereof, does not bring the delivered 
price on such dislocated tonnage be- 
low the maximum delivered price as 
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OPA Amends Price Order No. 49 





Leon Henderson issues important amend- 
ments covering iron and steel products 


on February 2, 


1942, easing situation 


greatly for wholesalers and retailers 


established in paragraph (b) of this 
section.” 


Merchant Wire Products 


Section 1306.159 (h)—Maximum 
delivered prices for specific wire 
products—In figuring the price of 
standard wire nails, annealed smooth 
wire and galvanized smooth wire 
under sub-section (1) “Carload 
freight from the nearest mill basing 
point to warehouse” should be used 
rather than “Carload freight from 
mill basing point to warehouse.” 


Exemption for Retailers on Nails 
and Merchant Wire Products 


A new sub-section (6) has been 
added to sub-section (h) reading as 
follows 

“This section establishes maxi- 
mum prices to be charged to dealers 
and quantity purchasers (as noted 
below) of merchant wire products, 
and does not establish a maximum 
price for sales by retail dealers 
(such as retail haydware stores, re- 
tail lumber yards, or mail order 
houses) to consumers: Provided, 
That sales by any person of nails 
in quantities of more than 25 kegs 
or other merchant wire products in 
quantities of more than 2500 Ib. 
shall be governed by the price pro- 
visions of this schedule.” 


Pipe and Tubular Products 


Section (i)—Maximum delivered 
prices for pipe and tubular products 

- now reads “Maximum delivered 
prices for the following types of 
iron and steel pipe and tubular 
products shall be the sellers’ prices 
in effect as of April 16, 1941: Pro- 
vided they do not exceed the maxi- 
mum delivered prices established 
below. Standard published mill 
extras, etc.” 

Sub-section (4) of section (i) has 
had the following added to it— 





“Provided, That maximum prices 
for merchant and other tubes shall 
be in the same ratio to the maxi- 
mum prices established for seamless 
tubing as existed on April 16, 1941. 
In no case shall these prices exceed 
the maximum established here for 
seamless tubing.” 


Exception for Retailers Handling 
Pipe and Tubular Products 


A new sub-section (6) has been 
added to section (i) reading as fol- 
lows— 

“(6) This schedule does not estab- 
lish a maximum price for sales to 
consumers by retail hardware stores 
or mail order houses in quantities 
not greater than five standard 
lengths of pipe.” 

Section (j)—Maximum delivered 
prices for tool steel, now reads as 
follows— 

“The maximum delivered price 
for tool steel shali be the seller’s 
prices which were in effect, or would 
have been charged on April 16, 
1941, provided they do not exceed, 
for comparable products, prices 
listed in the published price list of 
Crucible Steel Company, effective 
on April 16, 1941. The locations 
of warehouses of the Crucible Steel 
Company are set forth in Appendix 
B of this schedule.” 

Sub-section (3) of section (k) 
has been changed by inserting the 
words “or straight” after “mixed” in 
the first line. 

Sub-section (5) of section (k) 
now starts as follows— 

“On shipments of 40,000 lb. or 
more out of seller’s stock not fall- 
ing within paragraphs (2), (3) and 
(4) of this section (except that on 
rails, these provisions shall apply 
to shipments of 59,000 lb. or more) 
the maximum delivered price shall 
be the mill price as established un- 

(Continued on page 93) 
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Advances 


Oil burning space heaters. 
Flush tank balls. Insulators. 


Slaw, kraut cutters. Alarm tills. 

Brass pipe fittings. Water closet seats. 

Radiation. Enamel kitchenware. 

Enameled canners. Roof flashings. 

One line blow torches. Some padlocks. 

One line weatherstrip. Wheelbarrows. 

Hog rings and ringers. Wire potato scoops. 

Some wood hay and lawn forks. Metal medicine cabinets. 
Some long handle pruning shears, tree trimmers. 
Some makes roller skates. Lead shot. 

Skiis. One line of luggage. Game traps. 





Room heaters—aAll types of 
one line of oil burning room heaters 
were advanced 5 per cent early last 
month. 

* ad * 

Auger bits—Manufacture of 
one competitive line of auger bits has 
been discontinued, the maker confining 
efforts to higher quality numbers. 

+ * - 

Flush tank balls—Prices ad- 
vanced about 10 per cent early in Janu- 
ary. 

+ * aE 

Game traps—Advances of 5 
per cent on all types of one line were 
made as of Jan. 15. 

* * * 

Slaw, kraut cutters—Prices 
on one line were advanced on Jan. 15 
about 15 per cent. 

* * o* 

Alarm tills—Alarm tills 
(money drawers) were advanced about 
15 per. cent as of Jan. 15. 

al * * 

Bells, buzzers, ete. — Some 
manufacturers have discontinued the 
manufacture of bells, push buttons, 
buzzers, etc., because of copper restric- 
tions. 

* * * 

Insulators — Prices on porce- 
lain electrical insulators have been ad- 
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vanced, by some makers, about 20 per 


cent. 
* * * 


Brass pipe fittings — Last 
month some makers advanced brass pipe 
fittings about 5 per cent. 

« + a 

Water closet seats — Some 
manufacturers, particularly on competi- 
tively priced numbers, advanced prices, 
early in January, advances ranging 
from 10 to 20 cents per seat. 





Withdrawn from Sale 


Some night latches. 

Nickel silver key blanks. 

Some makes roller skates. 

One line competitively priced line 
auger bits. 

Some lines bells, buzzers, etc. 

Certain padlocks. 





Radiation—Some makers, early 
in January, advanced prices about 5 
cents per square foot. - 

ae * * 

Bicycles and tires — Factory 
stocks of bicycle tires and inner tubes 
are depleted. The new “Victory” bi- 
cycle which all manufacturers will 
soon place on the market will feature 
the new smaller size tires and tubes. 








Fire extinguishing equip- 
ment—In war-protluction or war-hous- 


ing areas, and on large coastal centers, 
the availability of all sorts of firemen’s 
equipment is highly essential, and local 
stores will find that high ratings are 
available to make such sales. 

* * * 

Tackle blocks—Restrictions on 
tackle blocks are becoming steadily 
more severe, now manufacturers are 
working practically exclusively on di- 
rect government war orders, and can- 
not consider civilian orders, even if 
fairly high rated. Jobbers’ stocks are 
rapidly depleting, and widespread short- 
ages seem to be facing all civilian users. 

* * * 

Harness and saddlery hard- 
ware—tThe troubles of harness makers 
are not alone due to limited supplies 
or price ceilings on leather itself; they 
are faced with restrictions in quanti- 
ties and finish on all of their items of 
trim, and particularly are faced with 
rising costs of labor. Undoubtedly the 
tire rationing plan will add further 
volume to the already unusual amount 
of business being placed for harness of 
all types. One leading maker is quoted 
as stating that if they receive no addi- 
tional orders for six months, they can 
keep themselves very, busy. 

+ tod * 

Housewares—In January, a 10 
per cent mark-up on gray and blue 
enamelware was followed by a similar 
increase on white enamel kitchenwares. 
Some enameled canners are up, how- 
ever, as much as 25 per cent over last 
year. Leading makers of aluminum 
pressure cookers have had to withdraw 
even their recently limited patterns from 
the market. Some hope remains for 
supplies of steel cookers this spring. 
Effective March 1, all manufacturers 
of such “fancy” items as book ends, 





Prices Withdrawn 
Household brushes. 











States comprising regions in these charts: 


New England—(Conn., Maine, Mass., N. H., R. L, Vt.) 


Middle Atlantic—(N. J., N. Y¥ 


+ Pa.) 
East North Central—(Ill., Ind., Mich., Ohio, Wis.) 
West North Central—(lowa, Kan., Minn., Mo., Neb., N. D., 8S. D.) 


Seuth Atlantic—(Del., D. C., 


Fla., Ga., Md., N. C., 8. C., Va., W. Va.) 
East South Central—(Ala., Ky., Miss., Tenn.) 
West South Central—(Ark., La., Okla., Texas.) 


Mountain—/(Ariz., Colo., Idaho, Mont., Nev., N. M., Utah, Wyo.) 


Pacific—(Calif., Ore., Wash.) 


ash trays and figurines, can receive ho 
more metals of any kind for production 
of these goods. Due to the situation 
on horse hair, household brush manu- 
facturers withdrew prices this month 
on all types of brushes, pending in- 
creases. The advance, in one maker's 
line, will range from 12% two W per 
cent on floor brushes over previous 
price lists. 
* 7 = 

Plumbing changes—FEffective 
Feb. 5 there was an advance of ap- 
proximately 106 per cent on_ roof 
flashings. Effective Jan. 30, there was 
an increase of about 10 per cent on 
metal medicine cabinets. On the same 
date, Knott Mfg. Co. advanced closet 
seats approximately 10 per cent. A 
popular line of alcohol mouth and hand 
blow torches and lamps has been ad- 
vanced about 10 per cent. Makers of 
brass shell gasoline blow torches see 
the end of their supplies, except for 
high priority uses, and expect to see 
the use of steel shells become general. 

* * - 

Paints and oils—The greatly 
reduced flow of tung oil and wood oil 
from the far east, and the limited 
American-grown supplies of tung-oil are 
necessitating the holding of tight gov- 
ernment restrictions on the use of this 
important paint dryer. Similarly, fish 
oil production off the West Coast is suf- 
fering from the war restrictions. The 
lack of tung oil has increased the pres- 
sure on drying oils, such as linseed, 
soy bean, and dehydrated castor oil. 
Despite flaxseed 


increased domestic 


goals by the Department of Agriculture, 
linseed oil will continue to be scarce 
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and high because of the shortage of 
imported oils and the tremendous de- 
mand for all fats and oils. Castor beans 
are arriving in large quantities from 
Brazil, but supplies of dehydrated cas- 
tor oil used in the paint and varnish 
industry may still not be adequate. 


* * * 


Builders and shelf hardware 
—One company has withdrawn from 
its line the popular night latches. One 
maker has withdrawn all nickel silver 
key blanks, advising it is working on 
a substitute material. It is expected 
that other manufacturers may follow 
the same course, even selling blanks 
for their own locks. One maker ad- 
vanced prices on padlocks 10 per cent 
in a new price list. The price-ceiling 





affecting bright and bra s wire screws, 
hooks and eyes, etc., has been with- 
drawn. Deliveries continue to be very 
slow, and while these lines have had 


several sharp cumulative advances, they 
may now go still higher. Effective Feb. 1 
one maker advanced prices on weather- 
strip from 10 to 25 per cent. 






e * % 


Farm supplies — Manufactur- 
ers of hand agricultural tools—forks, 
hoes and rakes, etc.—find themselves 
under the same restrictions as makers 
of farm implements with their sales 
limited to a percentage of their 1940 
production. Some manufacturers had 
taken a large volume of early orders, 
the result being that some have been 
unexpectedly oversold, and have had 
to withdraw from the market. 
wheelbarrow makers have advanced 
prices five “points,” or about 7 per 
cent, and report that scarcities will ne- 
cessitate substitutions for tubular han- 
dles, and in the gages of steel trays. 
Some makers of hog rings and ringers 
have made price increases ranging up to 
Ten per cent increases 


Some 


20 per cent. 
have recently been made on long han- 
dle pruning shears, tree trimmers, and 
wood hay and lawn rakes. Champion 
wire potato scoops advanced 15 per 
cent on Jan. 15. Some manufacturers 
of work gloves are cutting down their 
lines drastically. Some items will not 
be available at all, and curtailment in 
leather palm styles will be general. 
Binder twine prices, issued this month 
by leading makers, are on a temporary 
basis (subject to change) of $5.12% 
less 5 per cent per 50 lb. bale for 
standard 500-ft, 5 or 8 Ib. balls. 
Freight equalized with f.o.b. points. 


* ” . 
Sports supplies — New sup- 
plies of golf and tennis balls are scarce. 
(Continued on page 93) 





Stock-sales ratios are percentages obtained by dividing the cost value of stocks by sales 


of an identical group of firms. 
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a Kyanize start... 


A FINISH 
FOR 
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Put it another way ... a Kyanize customer is a customer for LIFE. To 
keep customers, start them right. 

Kyanize paints win satisfied customers by easy application, by gay, exciting 
colors, by self-smoothing qualities, by durability, and finally, by unfailing 
satisfaction. 

More than all this, to dealers Kyanize means clos¢ cooperation, commanding 
national advertising, strong local promotion, displays, lively literature, pace- 
setters, sales-makers that put LIFE into paint volume. 

For 1942 Kyanize offers the strongest offensive in years, the livest promo- 
tional plans of the decade. Kyanize dealers have all this real help free; 
others should sign and send the coupon without delay. 

IMPORTANT. All smart retailers, not now enjoying Kyanjize profits, will 
do well to check, sign and send that handy coupon now. 


BOSTON VARNISH COMPANY 


Everett Station, Boston, Mass. 


1 Ayanize 


PAINTS ¢ VARNISHES « ENAMELS 


Kyon/ze \s tHE L/FE OF THE SURFACE 
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Income Tax Savings 





By LOUIS IMMERMAN, C.P.A. 


Counsel on Tax Economics 


Income taxes will be from two to 
three times higher. Do you know 
to what deductions you are en- 
titled? This article will tel] you 


. 2 are going to pay 


from two to three-and-one-half 
times more income tax this year 
than you did in 1940, assuming 
that your income has remained 
the same. It is pertinent to re- 
member that your payment to 
the government on or before 
March 15 will be pared in propor- 
tion to the extent that you avail 
yourself of all deductions permit- 
ted by the law. Many of these 
are not known to the average 
person. 

The deductions listed here per- 
tain particularly to hardware 
dealers who are in business for 
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themselves or with a partner or 
partners. However, most of these 
deductions will also apply to cor- 
porations and to your personal in- 
come tax, if you are an employee 
(even if you are employed by 
your own corporation). 

For example, did you know that 
it has been estimated that there 
is an average depreciation on the 
furniture and fixtures in your 
place of business amounting to 10 
per cent annually? The deprecia- 
tion on some of your fixtures may 
be more or less. You may figure 
annual depreciation by estimating 
the length of life of the article and 
dividing the cost by that figure. 





(Example. Suppose you buy a 
machine for $700, which you be- 
lieve will have a useful life of 
seven years. Then you may de- 
duct $100 a year as depreciation. ) 
However, if you forgot to take 
an allowance for depreciation last 
year or in any previous year, you 
may not add it on to that for 
1941. 

Other deductions 
may include are: 

Legal fees paid in connection 
with a suit to collect money owing 
to your business or to defend you 
in litigation arising from the con- 
duct of your business. Accoun- 
tants’ fees for auditing your books 
may be included. 

Repairs and painting of busi- 
ness properties which do not in- 
crease their value to you, but keep 
them serviceable. 

Fire, theft, or storm losses. not 
covered by insurance. 

All insurance premiums paid in 
connection with your business, in- 
cluding public liability, fire, theft. 
workmen’s compensation, etc. 

Salaries and wages paid your 


which you 
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Your customers will want 
greatly increased seed supplies 
for their Victory Gardens — 


order early, and be ready! 


Outstanding Flowers 


Every year, garden magazines and 
garden editors of newspapers ex- 
tensively feature flowers created by 
Burpee—Marigolds, Zinnias, Petuni- 
as, Snapdragons, Sweet Peas, etc. 
The gardeners in your area want 
Burpee introductions. 


Vegetables for Victory 


BURPEE’S SEEDS 


Finest Vegetables 

The quality of Burpee’s Seeds is 
something you can brag about in 
supplying your customers’ needs for 
their Victory Gardens. You will have 
the kinds they want, including the 
new vegetable, Burpee’s Celtuce 
(celery-lettuce). 


The Trademark 
That Is a House- 
hold Slogan 


No other seed name 
appears so fre- 
quently in national 
magazines and lead- 
ing garden periodi- 
cals like American 





Burpee’s Seeds Will Swell Your Housewares Dept. Sales 
Volume This Spring—More Gardens Will Be Planted Than 
Ever Before! 


Home, Better Homes 
and Gardens, House 
and Garden. 







WRITE TODAY FOR BURPEE'S RED LIST SHOWING 
WIDE SELECTION AND LOW WHOLESALE PRICES 


W. Atlee Burpee Co. 


75 Burpee Building @ Philadelphia 





Seed Growers 6 


















JACKSON SUPERIOR PRODUCTS 
ARE DOING THEIR PART 











War time production requires equipment that can really “take it” day in and day 
out. That’s why wherever you find top speed construction you find Jackson Superior 
Products on the job. They’re built for long hard use and backed by 67 years of 
experience devoted to constant improvement both as to quality and design. Lead- 
ing Hardware men throughout the country now that when they sell Jackson Prod- 
ucts they have a satisfied customer. 


Ask Your Jobber for Details—Write for Catalog 42H 


JACKSON MANUFACTURING CO. HARRISBURG, PENNA. 
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employees, including bonuses, 
Christmas presents, etc. 

Kent on your business prop- 
erty. 

Cost of the upkeep of realty 
which is necessary for the proper 
conduct of your business, includ- 
ing taxes, maintenance costs, re- 
pairs, labor costs, etc. 

Bad debts, meaning all accounts 
receivable during the tax year 
which you found uncollectible. 
Generally, you will be safe in say- 
ing a debt is bad when the debtor 
dies, leaving no assets, goes bank- 
rupt, disappears, or you have 
other concrete evidence that you 
can not collect. 

All costs of maintaining a truck, 
or trucks used exclusively for the 
conduct of your business. These 
include the chauffeurs’ salaries 
and the cost of their uniforms, if 
any; costs of gas, oil, garage rent, 
greasing, all other maintenance 
costs; finance and interest charges, 
if you bought the truck on install- 
ments; liability, fire, and theft 
insurance; all damages or losses 
for which you did not collect in- 
surance; cost of license plates; 
and depreciation. Depreciation 
may be computed on the basis of 
the following figures supplied by 
a government agency. They apply 
to the cost of new vehicles. 

Automobiles: 25 per cent of 
cost yearly. Trucks, costing under 
$1.000, 33 1/3 per cent yearly; 
costing from $1,000 to $1,500, 25 
per cent yearly; costing from 
$1,500 to $2,500, 20 per cent 
yearly. 

Cost of your membership in 
protective groups, trade associa- 
tions or a chamber of commerce. 

Costs of all advertising and 
publicity. 

Magazines and books used in 


your business. 


Interest on notes, mortgages, 
loans, bonds, and similar obliga- 
tions. This applies to both busi- 
ness and personal obligations. 

Payment for messenger service 
and delivery. 

Contributions up to 15 per cent 
of an individual’s net income, to 
religious, charitable and welfare 
organizations made by yourself 
for your business if you do not 
operate as a corporation. 

Miscellaneous business expenses 
such as printing, stamps, supplies, 
telephones. and kindred expenses. 
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Business losses, if any, which 
were shown on your income tax 
returns in 1939 and 1940. This 
deduction can easily be computed 
by adopting this procedure: As- 
sume that your net loss in 1939 
was $1,000 and in 1940 was also 
$1,000. Assume further that your 
net profit in 1941 was $2,500, 
after making all possible deduc- 
tions. Add the net losses of the 
last two years. Subtract that 
amount from the net profit of 
1941. The figure remaining—in 
this case, $500—is the income on 
which the 194] tax is computed. 


Taxes 


1. These include taxes on tele- 
phone messages, gas arid elec- 
tricity; admissions to movies, 
theatres, sports events, restaurant 
and night club checks; social 
security taxes paid as an employer 
only; state and city income taxes; 
occupancy and gross_ receipts 
taxes, in certain cities or locali- 
ties only; state gasoline taxes, 
real estate taxes, including mort- 
gage taxes, stamps on deeds, mort- 
gages and stocks. 

2. Sales, occupational, gross 
income, and use taxes paid by the 
retailer in some states may be de- 
ducted. These states are: Ala- 
bama, Arizona, California (the 
retailer may deduct the use tax), 
Illinois, Michigan (sales only, not 
use), Mississippi (sales only, not 
use), New Mexico (occupational, 
gross income tax, not use), North 
Carolina (sales tax only, not use). 


In computing your deductions, 
you must distinguish between 
business and personal expenses. 
You may deduct from your in- 
come all business expenses, but 
no personal expenses except in- 
terest and taxes which you pay. 
For example, suppose you use an 
automobile to drive to and from 
your place of business, you may 
not take an allowance for the 
auto’s expenses. However, suppose 
you use that same pleasure vehicle 
& visit customers and for making 
special or rush deliveries. Then, 
you may deduct that proportion 
of the car’s expenses (including 
garage, repairs, gasoline, oil, 
grease, washing, depreciation) 
which may be attributed to busi- 
ness purposes. Thus a dealer’s 
personal car may get 20 per cent 
of its use in business. Under those 
circumstances, you may take 20 
per cent of the automobile’s ex- 
penses as an allowable deduction. 
The same rule would apply to 
other expenses including real 
property. 

If you are a member of a part- 
nership, it is important for you 
to remember: The partnership 
itself must file a report of its 
activities on Form 1065. The 
individual partners pay a tax on 
their respective shares of the prof.- 
its, whether or not those profits 
were left in the business or were 
distributed to them. 

You, as an individual, are en- 
titled, of course, to other exemp- 
tions which have nothing to do 

(Continued on page 98) 





Tire Conservation and Deliveries 


ETAILERS must be giving 
thought to the effect that the 
tire rationing program will have 
upon deliveries. Current newspaper 
reports indicate that it probably will 
be 18 months before tires from syn- 
thetic rubber will be available. 
The first thought of the dealer, un- 
doubtedly, is whether it is better to 
go easy on the use of present tires 
and maintain some sort of delivery 
service throughout the tire shortage, 
or to maintain established delivery 
services now and worry about what 
to do when present tires are no 
longer usable. Our recommendations 
are as follows: 
(1) Hold a meeting of retailers 


who operate delivery vehicles and 
see whether they cannot agree on a 
uniform policy of procedure. 

(2) Consider the consolidation of 
delivery services and cooperative de- 
liveries in outlying sections. 

(3) Consider a uniform curtail- 
ment of deliveries by all dealers. 

(4) Set up an educational cam- 
paign on the care of tires with the 
idea of making the present supply 
last as long as possible. 

(5) Elimination of special de- 
liveries. 

(6) Ask customer cooperation to- 
ward the end of eliminating all un- 
necessary deliveries.—from the Ser- 
vice Bulletin of The Chicago Retail 
Hardware Assn. 
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chandisers shown here are 
tested sales builders. A 
small store space devoted to 
a chain display featuring 
these merchandisers will in- 
crease your volume of Chain 
sales. 


“SALES-MASTER” 


. Shown at the am a 
new super display merchan- 
800 COIL CH diser of Cleveland Welded 
and Weldless Chain — sup- 
plied with orders for either 
No. 110 or No. 120 Assort- 
ment of Cleveland Chain. 
This display stand holds six 
full reels of chain as well 
as an assortment of heavier 
Welded Chain in bins at the 
base of the display. 










7] -ette’ 
































“Keg-ette" 
Illustrated above is a pack- 
age of Proof Coil Chain in 
a handy container called the 
Cleveland ‘‘Keg-ette."’ This 
neat plywood drum holds 
100 ft. of %” Coil Chain 
—is available in 3 other 
sizes. Catalog Sheet K-841 
gives prices and details. 


“REEL SALESMAN” 


The popular Cleveland Reel Salesman Chain Display 
Stand, above at left, has won special favor with dealers 
everywhere. Its size is readily adaptable to the aver- 
age store and it brings a complete assortment of Chain 
out where customers are sure to see it. Supplied with 
any one of nine popular assortments of Cleveland 
Chain. Send for folder RSM-841 










BUCKEYE COIL CHAIN 


The carton at left holds 250 ft. of Buckeye Coil Chain. This 
economical package allows an added profit on the chain—also pro- 
vides a convenient means of stocking it. Include this item in your 
list of chain items for spring sales. 
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NICKEL, BRASS, COPPER CURTAILED 
FOR PRODUCTION OF 


NON-ESSENTIAL INCANDESCENT LAMPS 


50 per cent monthly reduction asked. WPB 
order hits lamps for Christmas trees or for 
advertising, decorative, or display purposes. 


Seeking to save large quanti- | 
ties of nickel, brass and copper, | 
the War Production Board has | 
ordered sharp curtailment in the 
use of these critical materials for 
manufacture of non-essential in- 
candescent lamps. 

During February, March and 
April, consumption of _ nickel, | 
brass, copper or any other metal 
for lamps designed primarily for 
use on Christmas trees or for 
advertising, decorative or display 
purposes, must be reduced by 50 
per cent each month below con- 
sumption during 1940. 

Effective Feb. 1, no manufac- 
turer may use any materials ob- 
tained before or after that date 
with the assistance of any pref- 
erence rating to produce Christ- 
mas tree, advertising, decorative 
or display lamps. 

In addition, Limitation Order 
L-28, imposes general restrictions 
on the lamp industry. During 
February, March and April, use 
of nickel in the production of 
lamps must be reduced by 25 per 
cent below 1940 consumption, the 
use of brass must be cut by 20 
per cent, and use of copper by 20 
per cent. 

These reductions, it is ex- 
pected, probably will be absorbed 
in elimination of non-essential 
lamps. Through substitution of 
less critical material and more 
economical use of the allotted 
critical materials, the industry 
undoubtedly can meet all essen- 
tial industrial and civilian needs. 

Estimates obtained by the 
Electrical Appliances and Con- 
sumers’ Durable Goods Branch 
showed that use of nickel wire 
in incandescent lamps rose from 
396,684 Ibs. in 1940 to 523,622 
Ibs. last year, brass increased 





from 14,590,800 Ibs. to 19,259,856, 


and copper from 623,160 to 822,- | 


571. Use of other materials in- 
creased correspondingly. 

The curtailment program is de- 
signed to save at least 221,000 
Ibs. of nickel, 2,874,000 Ibs. of 
brass and 295,000 lbs. of copper 
this year. Substitution of less 


critical materials will increase 
| the savings. 

The industry is comprised of 
28 companies, and employs ap- 
proximately 21,000 persons. It 
is well suited for war work, and 
has been engaged on substantial 


Army and Navy contracts. 


SELLING TIRES BACK TO 
HIGHER TRADE LEVELS 
NOW PERMISSABLE 


Those tire dealers, distributors 
and wholesalers who are now 
overstocked with new tires and 
tubes, or who wish to liquidate 
their inventories completely are 
now allowed to do so under the 
terms of an amendment to the 
tire rationing order (OPM M-15- 
c) announced Jan. 22. 

As revised the tire order also 
permits dealers, distributors and 
wholesalers to replenish their 
stocks of new tires and tubes by 
presenting certificates and re- 
ceipts obtained from sales of new 
tires and tubes to “eligibles” un- 
der the rationing plan. Until 
now, no replacements could be 
made for new tires or tubes sold. 


That part of the amendment | 
which permits unrestricted sales | 
tubes “up: | 


of new tires and 
stream,” that is from the retailer 
back to the wholesaler, distribu- 
tor, or manufacturer, is emer- 
gency in character. 

“Upstream” selling without 
certificates is not limited to tire 
dealers. Any citizen, for example, 


may sell a new tire in his pos- 
session to a retail dealer; a re- 
tailer may sell back to a whole- 
saler or manufacturer, and a 
wholesaler or distributor may sell 
back to a manufacturer. Records 
must be kept of all “upstream” 
sales by members of the tire 
trade. Those records must show 
the name of the purchaser, the 
number of tires or tubes pur- 
chased, the price, and the date of 
sale. 

“Downstream” sales can be 
made only against certificates. 
However, one retailer is permit- 
ted to sell all or part of his tire 
stock to another retailer without 
| certificates, but this type of sale 
is not allowed as between whole- 
saler and wholesaler, distributor 
and distributor, or manufacturer 





| permission of the 
rationing board in the form of 
| a tire certificate. 


local tire 


The “eligibil- 


ity” status of members of the 


tire trade will be determined by 





| 


and manufacturer, except when | 


accompanied by certificates. 
| No member of the tire trade, 
| the amendment stipulates, may 


draw upon his stock to equip any 
| automotive vehicle owned or op- 
|erated by him without express 


the boards on the same basis as 
applies to anyone else. 











ROSCOE E. IMHOFF ’ 


IMHOFF NOW PROCTOR 
VICE-PRESIDENT 


Roscoe E. Imhoff has been ap- 
pointed vice-president of the 
Proctor Electric Co., Philadel- 
phia, Pa., manufacturer of house- 
hold electrical appliances. 

Mr. Imhoff, former general 
sales manager of the Westing- 
house merchandising division, 
has directed Proctor sales activ- 
ities since April, 1940. He was 
affiliated with Westinghouse for 
20 years prior to his association 
with Proctor. 

Executive management of the 
company’s affairs will be in the 
hands of T. W. Allen, chairman 
of the board, J. W. Myers, vice- 
president in charge of research, 
Mr. Imhoff and W. Battersby, 
secretary and treasurer. Proc- 
tor’s president, Walter M. 
Schwartz, Jr., on leave of ab- 
sence, is now an active flying 
officer of the Royal Air Force. 





DETROIT REX CO. 

PROMOTES NEWBERY 

Detroit Rex Products Co., De- 
troit, Mich., manufacturer of 
metal cleaning equipment and 
materials, announces the promo- 
tion of W. F. Newbery to central 
region manager. 
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tire : rT} 99 Through jobbers exclusively | tachments. In addition, he stated 
of ; MEN ACT are sold the “Perfection,” “El- | that charges made by dealers for 
igibil- | grade” and “Blue Streak” milk- | repair work and servicing should 


f the | filters, products of Schwartz Mfg. | be reasonable, “both to regular 
_ by AS MFRS AGENTS | Co., Two Rivers, Wis. The filters and occasional customers.” 
sis as : ” | are usually packed 100 to a car- , 
: : |ton and retail readily in rural | NEW DISTRICT MANAGERS 
Sell dust mops, glass dispensers, bowl covers, |communities where milk is pro- | 4 ppoINTED BY WAGNER 


packaged soap, milk filters, earthenware, to fill | duced. 
This group of lines forms quite | 
a simplified set-up for the sales- ; ; . 
; ; P . : ; men experienced in selling the | ™#nager of its New York State 
a Complete information as to the | ware items as mixing bowl sets, complete lines of cooking ware territory, with headquarters in 
4 ee yoy «ar — greg batter bowls, | previously handled. For various | Rochester, N. Ys F. L. Riddell 
4 be sin, - pots, and numerous individ-| yo handle all of the lines men- O'Reilly in Minneapolis, head- 
ro” aluminum, now represents as | ual casseroles and bakers are also quarters for his territory in Min- 
sales agent, has just been made | sold for this company. nesota and the two Dakotas; and 
available. The following gives a | Among the products sold for Ken Dahm for the inner moun- 
brief review of each line. |the Murphy-Phoenix Co., Cleve- tain district with headquarters in 
Blossom food covers and plas- | land, Ohio, are “Murphy’s” oil Through these errengements, Denver, Colo., the E. R. Wagner 
tic curtain hooks are manufac- | soap, liquid oil soap, paint and the Aluminum Goods Mfg. Co. Mfg. Co., Milwaukee, Wis., 
tured by the Blossom Mfg. Co., | wall cleaner, window cleaner, fine plans to keep its salesmen in | manufacturer of “Komb-Kleaned” 
New York, N. Y. This company | fabric soap, rug carpet and up- | Contact with old established cus- carpet sweepers, announces other 
produces oil-silk covers for bowls, | holstery cleaner, and Murphy’s | tomers until such time as alumi- | jmportant posts filled by Bert J. 
electric mixers, toasters, etc., mar- | liquid hand soap. All are mar-| num will again be available for | Clark Co., 515 City Bank Build- 


Following the appointments in 


in during period of restricted aluminum use. 1941, of John Storm as district 





tioned, or do not sell them in all 
sections of their respective terri- 
tories. 














keting them under the three | keted in cans or in bottles. civilian use. ing, Kansas City, Mo., as repre- 
ee eee ee, “eee ennai 4 ee for western Missouri 
fresh,” “Klothseal” and “Kitch- and the states of Kansas, Iowa 


and Nebraska. C. T. Seibert, 
most recent appointee, will serve 
| the Kentucky and Indiana terri- 
| tory, with Fort Wayne as _ his 


enaide.” In addition to the silk 


oR i food covers, the company also Farm Equipment Dealers 


manufactures rayon products. 


“Dustmaster,” combination 






















_, floor and wall dust mops are | Asked To Hold Prices headquarters city. 
adel. emg hx hcg gay: n : 
nc., Minneapolis, Minn. ey | 
— are of exclusive patented ed T bd | SONNEBORN HEADS SALES 
= struction, having a special spring | 0 Esta lish Leve $ OF GRABLER MFG. CO. 
ring- for holding _the swab which E. H. Blywise, president of The 
den, makes it possible to easily shake | Approximately 28,000 dealers|and holding their prices stable. Grabler Mfg. Co., Cleveland, 
ie. out the dust without pounding | in farm machinery have been| The benefit of this stability to | Ohio, announces the appointment 
ine the mop handle against a station- | asked by Price Administrator | farmers can be cancelled if deal- | of R. H. Sonneborn, formerly 
“a ary object. To remove the cotton | Leon Henderson to hold their|ers attempt to get the highest | with the Republic Steel Corpora- 
"em swab for laundering, it is only | prices for tractors and other farm | possible prices under conditions | tion, as general sales manager, 
necessary to press a button and | implements to levels not higher|of great demand and restricted | effective Feb. 1. 
ie off it comes. Dustmasters are |than the retail prices suggested supply.” . 
‘he used for both wall and floor dust- | by the manufacturers plus actual Dealers purchase farm machin- 
non ing. i freight and handling costs, and | ery from manufacturers at vari- 
ine. Merchandise _of the Federal | sales taxes, if any. ous discounts off suggested retail 
“nd Tool Corp., Chicago, consists of Commenting on his request,| prices. In the past, dealers gen- 
iby. a line of glass no-drip servers | Mr. Henderson said: erally have not received full ben- 
“il and various other specialty items | “Our farmers are being called efit of the suggested mark-up 
M. such as a nutmeat chopper, onion | upon to produce vastly increased | because of liberal trade-in allow- 
-. chopper, batter server, cocktail | amounts of foodstuffs. Farm ma- | ances. Recent investigations, 
eo shaker, salt and pepper sets, jar|chinery will play an important however, have revealed a trend | 
wrench, a handy “Fork’n Spoon” | part in the program, and the| toward reduced trade-in allow- | 
combination, an ice crusher and | prices that farmers are called |ances and excessive charges for | 
beverage mixers. upon to pay for this equipment transportation and handling. The 
“Gourmet” and “Traditional” | must be kept at reasonable levels. result of this trend is an increase | 
oven ware, two lines of earthen- | High prices for farm machinery | in net prices paid by the farmers. 
De- ware produced by the Pfaltzgraff | mean high costs to the farmer| In order to implement the gov- 
of Pottery Co., York, Pa., are ware | and higher. prices for food. |ernment’s repair parts program 
and designed for oven-to-table use. “The manufacturers of farm| for maintaining existing farm f 
mo- and consist of such items as cas- | equipment are cooperating with | equipment, Mr. Henderson’s re- 
ral seroles, handled stew pots, soup | their government in absorbing a| quest also applies to prices 
pots and skillets. Such earthen-| part of ircreased factory costs | charged for repair parts and at- R. H. SONNEBORN 
>E FEBRUARY 19, 1942 59 











FLASHLIGHTS REMOVED 


FROM PRICE CONTROL 


(Washington Bureau 
of HARDWARE AGE) 


Revocation of the emergency 
schedule of Dec. 10 which 
maximum prices for flashlights, 


flashlight batteries and flashlight 
bulbs has been announced by | 
Price Administrator Leon Hen- | 


derson. The Administrator ex- 
plained that the panicky buying 
which came with the threat of 


air-raids on the West Coast and 


set | 


sent flashlight prices soaring had | 


subsided and that orderly market- 


ing conditions prevail at pres- | 


ent. Under these circumstances, 
it was considered unnecessary to 
continue the emergency price 
ceiling. Mr. 
that measures intended to insure 
continuance of stable prices for 
flashlights and their parts were 
being developed and were ex- 
pected to be made public soon. 


Norge Introduces Service Plan 


For Its Appliance Dealers | 


A planned service program de- 
signed to bring hundreds of thou- 
sands of dollars of service busi- | 
ness to Norge distributors and 
dealers during 1942 and to aid | 
materially Norge owners in cut- | 
ting their utility bills was pre- | 
sented to all Norge distributors | 
by J. R. Cameron, service man- 
ager for Norge Division, Borg- 
Warner Corp., Detroit, Mich. It 
will be put in effect immediately. 

The plan has six major aims: 
to offset the serious hardships 
which might be caused by break- 
down of appliances now in use 
which may be irreplaceable for | 
the duration; to maintain user | 





morale through increased efh- 
ciency and life of appliances; to 
conserve electricity by assuring 
efficient operation; to conserve 
food supplies by assuring proper 
functioning of electric refrigera- 
tors; to keep the Norge name 
before the public, assuring main- 
tenance of the potential market 
at the close of the war; to add 
profitable revenue which will off- 
set the lowered gross sales of 
dealers and distributors. 

On the operations side of the 
picture, a careful study has been 
made of the minimum and max- 
imum equipment requirements 
for the dealer’s or distributor’s 


Henderson added | 


shop. Tables listing 
equipment and carefully itemiz- 
ing costs, are provided. 

Sales promotion plans are 
| based primarily on the use of a 
series of direct mailing pieces. 
Aimed at arousing immediate 
interest among appliance owners, 
the pieces stress the savings 
which will result from the 
| of preventive service. Plans have 
| been developed for each product 
in the Norge line. 

The mailing pieces have been 
| so designed and the plan for their 


necessary 


| 
| 
| 
| 
| 
| 
| 
| 


use 


| that the service sales effort may 
| be controlled to conform to the 
dealer’s or distributor’s 
department. 


NEW YORK ASSOCIATES 
ENTERTAIN CONVENTION 


The entertainment and dance 


held Thursday evening, Feb. 5, | 
by the Associates Organization, | 


for members, gue:ts and exhibi- 


tors of the annual convention of | 


the New York Retail Hardware 
Association, attracted more than 
700 hardwaremen and their fam- 
ilies and friends. Held at the 
Seneca Hotel the party included 
a variety bill and dance. 

That afternoon ‘the Associates 
held their annual election, John 
J. Gibbons, Worthington Ball 
Co., being succeeded as president 
by A. C. Klotz, Rochester, Bar- 
ker, Rose & Kimball, Inc. E. J. 
Williams, Williamsville, N. Y.. 
Corbin Screw :Corp., was elected 





vice-president. 


use mapped out in such a way | 


service | 





CLARK CO. TAKES ON 
“KOMB-KLEANED” 
SWEEPERS 

Bert J. Clark Co., 515 City 
Bank Bldg., Kansas City, Mo.. 


manufacturer’s _ representatives. 





BERT J. CLARK 


recently announced the adding of 
Wagner “Komb-Kleaned” sweep- 
ers, manufactured by the E. R. 
Wagner Mfg. Co., Milwaukee, 
Wis. Bert Clark’s territory is 
Iowa, Nebraska, Kansas and 
western Missouri and associated 
with him, contacting jobbers, de- 
partment stores and key retailers, 
are Douglas Gale and J. E. Per- 
due. The Bert J. Clark Co. rep- 


resents several other nationally 





known hardware lines. 











600 HARDWARE DEALERS, their wives and members of their families gathered for the annual banquet of the Ace 


Hdwe. Corp., Chicago, Ill. This banquet is an entertainment feature of the company’s annual convention. 


Speakers at the 


three-day sessions were Richard Hesse, president; E. G. Lindquist, secretary; George C. Cichy, Henry Oetjen, and Charles 
B. McClaskey of the purchasing department, and Edward L. Poss, advertising manager. 
Joseph Meek, Illinois Federation of Retail Association, told of the obligations and duties of individual dealers in their 
respective communities during war times, as well as the obligation of their local, state, and national representatives in connec- 
tion with our domestic problems and foreign relations. 
At the dealer-breakfast, the program was devoted exclusively to institutional problems and dealer reactions. Mr. Hesse 
traced the origin and development of the Ace Stores organization and Mr. Lindquist reviewed their accomplishments and aims 
for the future. Dealers also told of their experiences in this connection. 
The exhibit hall was given over to more than 200 merchandise displays of manufacturers serving Ace Stores. 
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L. H. Weber Celebrates 50th Anniversary 
With The Geo. Worthington Company | 


L. H. WEBER 


Lewis H. Weber, first vice- 
president of The Geo. Worthing- 
ton Company, Cleveland, Ohio, 
celebrated his 50th anniversary | 
in the employ of that company 
on Feb. 22. Mr. Weber was born 
in Cleveland on Nov. 11, 1873. 
In his early childhood the family 
moved to Ashtabula County 
where he received his education 
in the country public school, and 


| 


| 








| continuously for 22 years. 


| merchandise for 


spent his spare time and vaca- | 
tions working on the farm. 

He entered the employ of The | 
Geo. Worthington Company as an | 
order clerk in the warehouse. Af- 
ter working his way up, he was 
placed on the road in central | 
eastern Ohio, where he traveled | 

Mr. | 
Weber was known during that 
time as being one of the few 
jobbing salesmen who purchased 
customers, 
rather than sold it to them. 

He was recalled to the office in 
Cleveland in 1920 as assistant di- 
rector of purchases and was 
elected second vice-president in 
1935 and then in 1936 first vice- | 
president, which position he now | 
holds, in addition to that of di- | 
rector of purchases. | 

The Anniversary Club of | 
Worthington’s and the many | 
friends of Mr. Weber with whom 
he has been associated for many | 
years honored him with a special 
banquet at the Hotel Cleveland 
on Friday, Feb. 20. 

Mr. Weber is a director of the 
Rotary Club of Cleveland. His 
hobbies are buying hardware and 
fishing. 








Fluorescent Lighting Assn. Formed 


Primarily as a wartime mea- 
sure to provide maximum illumi- 
nation from a minimum of mate- 
rials, particularly as regards 
metals and other items subject | 
to rigid priorities and restrictions, 
leading manufacturers of fluores- 
cent tubing and components have | 
organized the Fluorescent Light- | 
ing Association with quarters at 
509 Fifth Avenue, in New York 
City. In addition to the conser- 
vation program for wartime 
needs, the Association proposes | 
to make more widely known and 
available the flexibility and econ- | 
omy of cold-cathode continuous- | 
tube lighting (the latest develop- | 
ment in fluorescent illumination) 
for general industrial, commer- | 
cial, office and other usage. 

The Association’s Committee 
on Standards has inaugurated 
comparative tests and_ studies 
aimed at standardizing the more 
popular fluorescent colors, start- 
ing with the so-called 3500 white. | 
The present discrepancies in 
shade between different manu- 
facturers’ white tubes bearing | 


this designation is soon to give | 





way to a definite color and shade Refreshments 
tube | throughout the entire open house, 
makers whose products carry the | from 8 each morning to 10 at 
| night. 


critically maintained by 


Association’s seal of approval. 
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Also, the Association now has 
under way the compilation of a 
manual on cold-cathode continu- 
ous-tube illumination as distin- 
guished from the commonplace 
hot - cathode - fluorescent lamps. 
Standard specifications are to be 
made available to property own- 
ers, architects, engineers, indus- 
trial plants and other potential 
users, as well as to tube makers. 





HOLD OPEN HOUSE 
IN NEW QUARTERS 
The new headquarters of the 


Bronx Hardware & Supply Co.. 
industrial hardware, machinery, 


| tools and supplies, at 2733 Third 


Ave., New York City, were for- | 


mally opened with a three-day | 


|exhibition by 24 manufacturers, 


Jan. 15-17, inclusive. Well at- 
tended by customers of the com- | 
pany the exhibition was arranged 
by Miss S. Simon, advertising 
manager, and the displays ar- 
ranged by the company’s display 
manager, Herman Densa. I. Bilt- 
chik, who manages the company, 
was on hand to welcome visitors. 
were served 
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YOUR CUSTOMERS 


WILL READ THESE 


KESTER METAL MENDER! 


@ These and other Kester consumer advertisements— 
stressing the importance of saving articles made of 
metal to help win the war—open up a profitable field 
for you in larger sales of Kester Metal Mender! 





@ Keep Kester Metal Mender in stock—and keep it 
prominently displayed. If the attractive green display 
carton is on the counter or show case, near the cash 
register, many of your customers will buy Metal 
Mender; they’ve already been introduced to it! 


@ Kester Metal Mender is the solder anyone can use. 
The right kind and amount of flux, contained in the 
core of the solder itself, does away with messy sepa- 
rate fluxes and eliminates guesswork entirely. The high 
quality of Kester Metal Mender— backed by 43 years 
of solder experience—assures permanent results; just 
apply heat and the job’s done, quickly and neatly. 


@ Every coil of Metal Mender you sell helps conserve 
all-important metals. Your customers 
will thank you for helping them to 
save. Order from your jobber today! 





KESTER SOLDER COMPANY 


Eastern Plant: omnis N. J. 
Canadian Plant: Brantford, Ont. 


KESTER 


METAL MENDER 











| Landers, 
| Britain, 


| This program is part of the com- 


| defend and extend better living. 


| Universal Undertakes Program 
of Appliance Use and Care 


Stressing the care and conser- | 
vation of electrical appliances, | 
Frary & Clark, New} 
Conn., recently started | 
a series of clinics designed to in- 
struct those in the field of home 
economics about the proper use 
and care of electrical appliances. 


pany’s so-called “Double Duty in | 
Defense” program designed to | 


Looking toward the future when 
curtailment of new appliances 


HICKS AND LOWRY JOIN 


| W. Patrick Lowry, operating as 


| with the 


| Southeast, 





AS MFRS. AGENTS | 
Robert N. Hicks has announced 
that effective Feb. 1, he will be- | 
come associated as a partner with | 


| 
| 
| 
| 
| 











ROBERT N. HICKS 


manufacturers’ _ representatives, 
covering the entire South. 

Mr. Hicks at present is a man- 
ufacturers’ representative with 
headquarters at P. O. Box 685, 
Jacksonville, Fla. About the first 
of June he will make his head- 
quarters in Atlanta, Ga. Mr. 
Lowry has his headquarters at 
7748 San Fernando Way, Dallas, 
Tex. Among the hardware com- 
pany’s Mr. Hicks will represent 
is the Reading Hardware Corp., 
Reading, Pa. 

Mr. Hicks before entering 
the manufacturers’ representative | 
field, was for 21 years associated | 
Russell & Erwin Mfg. | 
Co., serving as a salesman in the 
contract manager at 
the New Britain office, and assis- 
tant sales manager in charge of | 
southern sales. For several years, | 
he has been an active member of 
the Old Guard, Southern Hard- 
ware Jobbers’ Association and is | 
a charter member of the Amer- | 
ican Society of Architectural | 





| clearing 
| for hardware manufacturers who 


| will reduce considerably the sup- 
ply available for consumers, Uni- 
versal plans to instruct consum- 
ers on the use and care of these 
| appliances so that throughout the 
'defense period the greatest use 
may be obtained from them. 
During a recent clinic discus- 


|sion centered on the purchase 


and preservation and _prepara- 
tion of foods, the use and care of 
appliances performing these func- 
tions and the repairing of ap- 
pliances in the home. 


Hardware Consultants. He has 
been closely identified with the 
builders’ hardware industry in 
the Southeast for 25 years. 





A. S. ROGERS TO RESUME 
MANUFACTURERS’ WAR 
SERVICE ORGANIZATION 


Alfred S. Rogers has an- 


|nounced the rgsumptien of the 
| Manufacturers’ 


War Service Or- 


ganization which rendered pro- 


| curement information to the War 


acted as a 
in Washington 


Department and 
house 


constituted its membership dur- 
ing the last war. This newly reor- 
ganized service will function with 
headquarters at 1196 National 
Press Building, Washington, 
D. C., and 200 Fifth Ave., New 
York City. 

The Manufacturers’ War Ser- 
vice Organization of the last war 


| was organized by Wm. A. Gra- 
| ham, then president of John H. 


Graham & Co., New York City, 
who was chief of the Hardware 
& Metals Branch. Mr. Rogers 
actively assisted Mr. Graham in 
that work and following the close 
of the war, was appointed sales 
promotion manager for the Gra- 
ham company. 

The objectives of the new or- 
ganization will be mainly to as- 
sist manufacturers in contacting 
the proper procurement office on 
the class of material each one 
can supply; to assist various 
Army and Navy procurement of- 
fices in getting information re- 
garding any item of supply that 
they need. 

Where possible, the organiza- 
tion will bulletin information re- 
garding future needs of the Army 
and Navy, giving the address of 
the office having charge of pro- 
curement. It will also maintain 
in Washington, a complete li- 
brary of manufacturers’ catalogs, 
with a comprehensive index, for 
reference by Army and Navy De- 
partments. 
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ROBERT WEIR, JR. 


Whose appointment as sales | 


manager for the Winchester 


and Bond divisions of the| 


Western Cartridge Co., East 
Alton, Ill., was announced on 
page 74 of the Jan. 5, 1942 
issue of Harpware Ace. Mr. 
Weir’s appointment came si- 
multaneously with the estab- 
lishment of a uniform sales 
policy within the ammunition 
sales department of the West- 
ern Cartridge Co. and the sales 
departments of its operating 
division, Winchester Repeating 
Arms Co., and Bond Electric 
Corp., New Haven, Conn. 


LEYSE ALUMINUM FORMS 
JOBBING DIVISION 


In an effort to assist its deal- 
ers in keeping merchandise on 
their shelves and counters dur- 
ing the present curtailment pe- 
riod in the aluminum utensil in- 
dustry the Leyse Aluminum Co., 
Kewaunee, Wis., manufacturer of 
“Priscilla Ware,” has announced 
the establishment of -a jobbing 
division within its organization 
representing non-competitive 
housewares lines. 

Under this arrangement, an- 
nounced by E. K. Lucas, sales 
manager, the company will han- 


dle the following lines: Corning 
Glass Works, MacBeth Division, 
Charleroi, Pa.; Met-L-Top Tables 
Co., Milwaukee, Wis.; Federal 
| Glass Co., Columbus, Ohio; Art- 
moore Products Co., Milwaukee, 
| Wis., and Safe-Serv Co., Omaha, 
| Neb. 

| This plan will also serve to 
| keep the sale force of the Leyse 
| Aluminum Co. intact until after 
ithe present emergency period, 
‘and until aluminum is again 
| available for manufacture of alu- 
minum cooking utensils. 


REMINGTON RAND 
PROMOTES FAHEY 


Remington Rand Inc., Bridge- 
| port, Conn., announces the pro- 
motion of Ralph P. Fahey as 
assistant to J. S. Engel, general 
sales manager of the shaver divi- 
sion. 

Mr. Fahey has been connected 
with Remington electric shavers 
since their introduction in 1937. 





RALPH P. FAHEY 


Mr. Fahey’s business career has 
been devoted exclusively to the 
problem of shaving. He spent 11 
| years as English managing direc- 
tor of the Gillette factory in the 
British Isles. 








National Pressure Cooker Company 


To Make Steel Canners In April 


The National Pressure Cooker 
Co., Eau Claire, Wis., has dis- 
continued the manufacture of 


aluminum pressure cookers and | 


canners due to the shortage of 


the metal and to the fact that | 


the company’s plant is rapidly 
being converted to the produc- 
tion of war materials. The com- 
pany, however, has announced 
that it has received a priority cer- 
tificate for steel for the manu- 
facture of a steel pressure can- 
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ner on which it expects to be in 
production by April, just before 
the start of the canning season. 
This canner is being put out to 
cooperate with the Government’s 
“Victory Gardens” campaign. 

| This new canner will be made 
lin a 2l-qt. size, of carbon steel 
and tinned to prevent it from 
rusting. It will incorporate all 
the exclusive features of the comn- 
| pany’s line of “E.Z Seal” pres- 
| sure cookers. 


























































































hand 21- inch 


ilt in 18-ine «ck starting 


THE HOmEL® Va acre to 2 act 


sizes for lawns 

A-cycle engin 
fon—make 
sharpening 


iob of cutting: 


nd 30- -inch 
' 27 9 vick starting 


t —easy to 
sizes fo ; 2 gil steel const eds, et¢-— 
A-cycie eng 4 shrubs, trees: - service. 
handle aroun. of trouble-free 


built to give Ye 


¥ et MANUFACTURING 

CORPORATION 

Mowing Machinery Specialists For Over 20 Years 
MINNEAPOLIS, MINNESOTA 











TUCKER DUCK AND 





Peerless FOLDING 
LAWN CHAIRS 


Colorful folding chairs for the lawn, porch, 
clubroom, camp and travel. Popular prices 
make fast sellers of Tucker’s hardwood furni- 
ture. Chairs illustrated are just a few of the 
many styles we make. Each chair is well fin- 
ished, corners rounded and smooth. 


CAMP 
COTS 





Sturdy, hardwood frame and metal reinforced 
at folding points. Built plenty strong for 
rough use. Sizes for adults and children. Here 
is one of our real leaders, because we build fine 
cots for the money. Wide price range. 


Folding high chair made of 
hardwood. Seat won't split. 
Well finished, strong, and 
practical. Folding yacht 
chair (right) at popular 
price. Colorful canvas seat 
and back. Send for catalog 
and prices. 
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WILLIAM KEARNEY 


AIRTEMP APPOINTS 
DISTRICT MANAGERS 


William Kearney, has been ap- 
pointed district manager for Air- 


tory. 





| 





aa 
DEWEY H. DOLISON 


Dewey H. Dolison has been 
| appointed district manager for 
|the Airtemp Division, Chrysler 
| Corp., Dayton, Ohio, in the Chi- 


| cago territory. 


| ST. LOUIS HOUSEWARES 
| CLUB ELECTS OFFICERS 


Otto Niemann, Aluminum 
Goods Mfg. Co. was elected pres- 
ident of the St. Louis House- 
wares Club at the recent annual 
meeting, to succeed Robert L. 
Coe, merchandise manager of 
Union Electric Co. Other officers 
were elected as follows: First 
vice-president, William  P. 
Mackle, Union Electric Co.; sec- 
ond vice-president, L. J. McKay, 
General Electric Supply Co.; sec- 
retary, James W. Wright, Haire 
Publications; treasurer, Peter L. 
Lessard, Brown Supply Co., and 
sergeant-at-arms, Otto Gold- 
schmidt, Scruggs, Vandervoort & 
| Barney. The board of directors 





temp in the Dallas, Texas, terri- | 


is composed of the officers, the 
retiring president, and the fol- 
lowing: Vincent A. Zupan, 
Famour-Barr Co.; Charles B. 
Lynn, E. R. Wagner Co., and 
Donald O’Connor, Rice-Stix. 

The Club has a membership of 
| 135. 





BURPEE SEED SALES 
TO RAISE FUNDS FOR 
AMBULANCE CORPS 


“Show Your Colors in Your 
Garden” is the patriotic theme 
behind a sale of flower seed col- 
lection packets which started Feb. 
1, sponsored by the British-Amer- 
ican Ambulance Corps., 420 Lex- 
ington Ave., New York City, with 
the cooperation of the W. Atlee 
Burpee Co., Philadelphia, with 
|net proceeds going towards the 
| ambulance corps fund to provide 
| ambulances for the United States 
jand other United Nations. 
| The special collection, in a 
red, white and blue design, con- 
|tains envelopes of 10 different 
| seeds, five of which are mixtures 
|of red, white and blue colors. 
| Total value of the seeds is $1.80 
but for the benefit of the ambu- 
lance fund the collection will be 
sold for only $1.00. It is available 
from the Ambulance Corps or 
from the Burpee Company. 

The complete collection to sell 
for $1.00 consists of: red, white 
and blue petunias, 15 cents; red, 
white and blue bachelor’s but- 
tons, 10 cents; red, white and 
blue morning glories, 25 cents; 
red, white and blue larkspur, 10 
cents; Burpee’s super-giant zin- 
nias, mixed, 25 cents; carnation 
marigolds, Tetra, 15 cents; red, 
white and blue American Beauty 
asters, 15 cents; gay gaillardias, 
mixed, 15 cents; Goblin zinnia, 
25 cents; and Burpee’s yellow 
cosmos, 25 cents. 





OFFICERS ELECTED 
BY WOOD TURNERS 


At the annual meeting of the 
Wood Turners’ Service Bureau, 
Boston, Mass., comprising the 
leading wood turning manufac- 
turing concerns, the following 
officers were elected: 

President, Roy F. Cooke, R. F. 
Cooke Mfg. Co., Orange, Mass.; 
vice-president, D. H. Morrison, 
Flanders Hdwe. Co.; executive 
committee: R. E. Coolett, Brewer 


Mfg. Co.; C. F. Cummings, C. B. 
Cummings; W. H. Durant, J. 
Wilson Co.; R. M. Greenwood, 


Millers Falls Co.; J. E. Henretta, 
Holgate Co.; F. R. Mooney, 
Mooney and Co.; A. N. Stowell, 
Stowell-MacGregor; D. H. Tib- 
bets, Tibbets Co., and H. S, 
Wing, Wing Spool Co. S. E. 
Swanson is executive secretary 
with headquarters at Boston. 
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Louis Moeller Feted On Fiftieth 
Anniversary With Anderson & Ireland 


4 testimonial dinner was 
given to Louis Moller, president, 
Anderson & Ireland Co., Balti- 
more, Md., at the Emerson Hotel, 
Baltimore, Jan. 27, in honor of 
his 50th anniversary with the 
company. Ninety-seven hardware 
manufacturers and _ wholesalers 
were present at the dinner which 
was sponsored by the Hardware 
Club of Baltimore. W. H. Jen- 
nings served as toastmaster and 
made the principal address of the 
evening. Other talks were made 


by J. A. Davis, sales manager, 
Baltimore branch, Bethlehem 


Steel Corp.; W. T. Birney, direc- 
tor of sales, Winchester Repeat- 
ing Arms Co. New Haven, 
Conn.; N. Myers Fitler, presi- 
dent, Edwin H. Fitler Co., Phil- 
adelphia, Pa.; P. F. King, vice- 
president, The Stanley Tool 
Works, New Britain, Conn., and 
Messrs. Arthur and Leo May, 
May Hardware Co., Washington, 
ma ©. 

Mr. Jennings 
Moller with his 
membership in 


presented Mr. 
certificate of 
the HARDWARE 


AcE Fifty-Year Club, and a tes- | 


timonial in the form of a pool 
table, complete with all equip- 
ment from the manufacturers and 
wholesalers in attendance. 

Mr. Moller toward the close 





LOUIS MOLLER 





of the dinner made a very im- | 


pressive talk in which he out- 


lined the history of the Anderson | 


& Ireland Co. and his connection 
with it. 
business career as an entry and 
billing clerk with the company 
and_ progressed _ steadily 
that time. In 1902 when the 
company was incorporated he 
became its president. In 1906 Mr. 
| Moller purchased the business 
| outright and has guided its des- 
tiny as its president for the past 
36 years. 


Plambing-Heating Supplies Inventories 
Permitted for Defense Housing, Repairs 


Order M-67, directing the dis- 


tribution of plumbing, heating, | 


and electrical supplies, and _is- 
sued Jan. 3, 1942, has been offi- 
cially interpreted to permit in- 


ventories for defense housing and | 


repairs. 

The new interpretation means 
that the retailer and contractor 
may order from a_ wholesaler, 
and the wholesaler from a man- 
ufacturer, three-twelfths of inven- 
tory on hand during the calendar 
year, 1941, if located east of 


PREVENTION OF 
FORGERY LOSSES 


Acting on the knowledge that 
a great proportion of the check 
fraud in this country is com- 
mitted by trusted employees and 


that practically every forgery loss | 


investigated could have been pre- 
vented. The Todd Co., Rochester, 
New York, has released a book 
which fully defines the control 
measures needed for maximum 
disbursement safety. 


Called “Disbursement Meth- 
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| Ohio; if located west of Ohio, 
two-twelfths of inventory during 
the calendar year, 1941, may be 
ordered. 

| The retailer or contractor or 
supports the 
| designed for defense housing, 


| wholesaler 


Mr. Moller:started his | 


from | 


order, | 


| with a rating of A-10 or better. | 
| If the supplies are for repairs, | 


the order is simply marked “for 
| repairs,” no rating being neces- 
Also, no endorsement is 
required with use of order M-67. 


| ods—Their Use and Misuse,” the 
| book presents a brief but defini- 
tive statement of the subject and 
outlines a system of disbursement 
procedure providing maximum 
| protection 


HDWE. SQUARE CLUB 
SHORE DINNER 
The Hardware Square Club, 
New York City, will hold its 
annual shore dinner, Thursday, 
May 7, at the Hotel Astor, New 
| York City. 











GRAND FEATURES 


SELL 


GAS RANGES 



































Every feature of the Grand Range has sales appeal. 
Engineered for superior performance — Econo-speed 
burners, guaranteed for life... oven heat deflector that 
distributes heat evenly... dozens of practical features that 
will turn “just looking” prospects into satisfied users. 


Grand’s Exclusive 


SAFE-TEE-KEE 


Locks the gas supply at a master valve 
with handy removable key. Gas can’t 
leak nor can burners be accidentally 
turned on. An economy as well asa 
safety guard. U. S. Civilian Defense 
recommends shutting off all gas range 
burners except pilot in case of air 
raids. The Safe-Tee-Kee does just that. 


Grand’s Exclusive 
SAFETY OVEN PILOT 


Drafts can’t blow it out; opening oven door 
or drawers won't affect it. Made of cast 
iron, and so placed to maintain 100% eff- 
ciency through years of service. 


GRAND RANGES 


Division of The Cleveland Cooperative Stove Co. 
CLEVELAND, OHIO 























































A STRONG LINE 


rings the cash register more 
and louder because first of all the /ine is complete 
—a size and type for practically every chain job 
and all the fittings that go with them. 


safety, strength and dependable performance in 
service, ‘“Inswell’’ Electric Weld Chain is classed 


as “tops.” 


Too, CM’s years of chain making for industry, 
farm and home carries the added assurance to 
dealers and jobbers alike that here is a manufac- 
turer and a line of chain that can be depended 
upon for cooperation in building and maintain- 


ing a more satisfactory chain volume. 


CALL YOUR JOBBER 


He has the CM catalogs and will help you 
select a fast moving, profitable stock of 
CM “Inswell” Electric Weld Chain. 





MBUS -M°KINNON 
CORPORATION 


(Affiliated with Chisholm-Moore Hoist Corporation) 


172 FREMONT AVE. TONAWANDA, N. Y. 
Branch Offices: NEW YORK + CHICAGO - CLEVELAND 





Equally important is customer acceptance. For its | 


| headed the organization in 1939. 


| constructed the bridge over the 
| Arkansas river south of Morrill- 


| hoard of commissioners of the 








OBITUARIES 





E. E. MITCHELL 
| E. E. Mitchell, 74, one of the 
|oldest living past-presidents of 
| the National Retail Association, 
passed away January 25 at a 








E. E. MITCHELL 


hospital in Morrillton, Ark. He 


Ace Fifty-Year Club. 

A native of Goodman, Miss., 
Mr. Mitchell came with his | 
parents to Morrillton in 1881, | 
and was engaged in the hard- 
ware and _ furniture iescinate | 
there for more than 50 years. He 
assisted in the organization of 
the Citizens Bank of Morrillton, | 
in 1901, and later became its | 
president. He was one of the | 
founders of the First State Bank | 
there in 1927 and had served as | 
its tice-president since that time. | 
He was one of the largest river | 
| bottom farmers in the Arkansas | 
| river valley, and was one of the 


| 
| 
was a member of the HARDWARE | 





pioneers in the diversified farm | 


program in the state. 

Active for many years in civic 
affairs, Mr. Mitchell was a past 
president of the Morrillton 
Chamber of Commerce. He had 
served as president of the state 
and national retail hardware 
dealers association. He was a 
member of the State Hospital 
Board during the administration 
of Governor J. Marion Futrell. 
He was a director of the Mid- 
| South Cotton Growers’ Associa- 
‘tion for a number of years and 


| He was the principal worker in 


|the formation of the Conway 
‘County Bridge District, which 


ton, and was chairman of the 





district at the time of his death. 
| Mr. Mitchell is survived by his 
| widow and four children. 


| HENRY A. SWEIKHART 
Henry Arthur Sweikhart, 71, 


retired merchant of Salt Lake 
City and for 46 years with the 


| Salt Lake Hardware Co., Salt 


Lake City, Utah, passed away re- 
cently of a cerebral hemorrhage. 
He was 70 years old and when 
he retired in 1932 he was vice- 
president and general manager 
of the firm. 

Mr. Sweikhart was _ widely 
known in retail circles, and was 
active in club circles and promi- 
nine among business men. He 
was a member of the Rotary 
club, old Commercial club, the 
Alta club, Country club and 
others. 

Surviving are his widow, two 
daughters and two sisters, and 
four grandchildren. 


EDWARD H. JAEGER 


Edward H. Jaeger, buyer of 
tools for the Shapleigh Hardware 
Co., St. Louis, Mo., passed away 
on January 27, 1942, after a 
brief illness. 

Mr. Jaeger was 60 years old. 
In 1897 he entered the employ 
of Simmons Hardware Company 
remaining there until 1915 when 
he went to Shapleigh as an as- 
sistant to George T. Sprake. 
buyer of tools. Since that time 





EDWARD H. JAEGER 


he has been continuously with 
Shapleigh Hardware Company. 
In his long experience, he was 
well and favorably known by the 
leading manufacturers of tools. 

Surviving him are his widow, 
one son and one daughter. 
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VAUGHN NOLAND 








1942 MARKET GUIDE 
FOR LATIN AMERICA 


















Vaughn Noland, 70, former | 
manager of the hardware depart-| A timely aid to U. S. exporters 
ment at the Rudge and Guenzel lin developing their Latin Amer- 
——s Co., and a past-president of the | ican trade is provided in the 
Nebraska Retail Hardware As-| 1942 (20th annual) revised edi- 
sociation, passed away recently. | tion of the Market Guide for 
leath. Mr. Noland was also at one time | Latin America issued by Ameri- 
vy his a salesman for the former Sim- | can Foreign Credit Underwriters 
mons Hdwe. Co. of St. Louis. | Corp., of New York and Chicago. 
His widow and a son survive. Listing and rating some 55,000 
leading importers, manufacturers, 
ETHAN S. BOONE distributors and sales agents 
RT Ethan S. B a throughout South and Central 
, 71, th "a th ie te Ce ce, | America, Mexico, Cuba, Puerto 
Lake ay : oo a oo es -MI- | Rico, and West Indian Islands, 
1 the cago, passed away on Jan. 19. |this Guide provides basic mar- 
Salt | keting and credit data for Amer- 
y re- DEATH TAKES THREE icon foreign traders. Complete 
hage. HIBBARD MEN firm names, lines of business, | | ‘ ——. « = > 
when Death has taken three veteran | Street and postal addresses, plus i eit Ta = = : ‘ ie 
vice- members of the sales staff of | Capital and credit ratings are in-| | ue tard i 
lager Hibbard, Spencer, Bartlett & Co., | cluded with each listing. | A — i cae 4 He : , < 
Chicago, Ill. Their combined | venient trade classifier simplifies 7 — e — SO 
idely records of service with this | Selection of logical prospects, | § shh 
was hardware wholesale firm total 99 | While the double rating feature 
romi- years. | makes the Guide a convenient 
He John W. Hulsebus, 65, passed |financial and credit reference 
easy away Dec. 26 at his home in| source. Trade list section covers 
the Poplar Bluff, Mo. He had been | Latin American newspapers and 
and with the company 37 years. His | periodicals, sugar mills and re-| Ii 4, nd ng 
widow survives. fineries, breweries, textile mills | gust V4 | LAVA YA4h A i 
two Richard F. Anderson, 63, a | and dyeing plants, mining, pe- 
and Hibbard employee since 1909,|troleum, and utility companies, 
died Jan. 9 in an Oak Park, II]., | transportation services, railroads 
hospital. His territory was in | and government departments | 
the city of Chicago. e leaves | buying agencies. Trade statistics | : , 
his Mary jillian oe cele survey data for each | Fok the fifth time in the 126 years of our ex- 
A Michigan salesman for Hib- | country form part of the general | istence we, of The F. H. Lawson Company, 
» ail bard’s the last 30 years, Roy E. | information section, which also | have pledged our cooperation to an American 
ware Lee, Sr., 61, died suddenly Jan. | gives prevailing export sales | Victory program. We are doing our part to see 
way 17, at his home, : 329 West 9th | terms in the individual markets. that this war is won—just as we did in the Civil 
ra Street, Flint, Mich. Death was| Foreign trade definitions, con- War, the Spanish War, the Mexican War and 
attributed to a heart attack. sular and customs requirements, | th Ww Id War 
oa. Mr. Lee leaves his widow, | communications charts, draft pro- | e or ar. 
ploy Helen; a son, Roy, Jr., who is|test and trade mark regulations | In order that we may cooperate to the fullest 
any with the Chicago company’s sales are among other useful features extent with our government’s program for sav- 
“ed department, and six daughters. in this year’s Guide. ing metals for an all-out war effort, we have 
- ee ee temporarily simplified all of our lines including 
abe, Bathroom Cabinets, Filling Station Equipment 
ime J " A ser ng -? . 
Can t Revive Old Offer Kitchenware and Institufional. Products. 
‘ : bd We will, however, continue to manufacture 
HEN a business man is offered a Proposition and he, | a sufficient assortment in all lines as long as 
in turn, submits a counter-prosposition, he is in legal | materials are available to provide those items 
effect rejecting the original offer. If the counter-proposition nid dunia ts tiles weed 
is refused he cannot then go back and accept the original , ; ee 
offer, unless the other fellow is willing. Write today for our revised price list showing 
The Supreme Court of Arizona recently put it this way: | all items now available. 
It is the law that when A offers B to enter into a contract | THE F. H. LAWSON COMPANY 
on certain terms, and B declines to accept those terms but 
offers a counter-proposition, the original offer loses its effect | Bathroom Cabinet Division 
and is thereafter only open to acceptance by B when renewed | CINCINNATI, OHIO 
by A.” 
Technically, B does not need to decline the original offer 
but can “kill” it effectively by attempting to accept it in 
slightly different form. Thus an offer on “terms ten days net” 
is rejected by a purported “acceptance” on “terms thirty BATHROOM 
days net.” 
vith But suppose B accepts A’s proposition exactly as offered. CA B INETS 
ny. He has then made a valid, binding contract. If thereafter one Bea 
a of them proposes a modification which the other rejects, the f 
a original contract still stands. Such attempted modification | 
ay of a contract already made, as the Arizona court points out, | SOLD BY AMERICA’S LEADING HARDWARE JOBBERS 
“does not affect the validity of the original contract.” 
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DEPENDABLE TOOLS. 


steeled to the extta strains 


of sustained hard usage 


Quality, measured in terms of “physical fitness” for steady, trouble- 
free service, is first in the minds of tool buyers today. The trend 
is to tools that offer a long future of usefulness, predictable from 
known records of past performance. You'll find that Union Hard- 
ware Chisels and “Champion” Screwdrivers—standbys for three- 
quarters of a century—sell easily and profitably because they fill | 
precisely every requirement of the quality-minded customer. 


The chisels are made of special-alloy, rust-resistant steel expertly tempered 
to hold an edge longer and to respond to repeated sharpenings. Available in 
standard blade widths, plain or bevel edge, plain or leather tipped hickory 
handles in the following patterns: Socket Firmer, Cabinet, Pocket, Butt and 
Framer. 


“Champion” Screwdrivers have long been recognized for their exceptional 
strength which results from an exclusive construction feature that positively 
prevents the blade from twisting loose in the handle. Offered in five styles 
(Regular, Cabinet, Machinist, Electrician and Special) and 25 blade lengths 
from the 14,” Special to the 30” Machinist. 


Call on your jobber for full details and prompt, accommodating | 
service. 


HARDWARE COMPANY 
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FT 12QX—12" oscil- 
lating; 2 speeds, with 
Magi-matic Shift, 
Flexaire Breeze 
Director. 


* VICTOR MODELS FOR 1942 
«FT 12Q—12" oscil- 


® x—10" os- ‘ 

Pas tig single lating hanes oe bre! 

Ps d, with fan flare 3 speeds, wi 

lades Breeze Director. : 

° FS 12X—12" non * FT pene wars 
+4 fan; single lating heavy : 

ed, oak eds, with Flexaire 


fan; single 
speed. with Demei® greene Director. 
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@ Friends and customers will take pride in 
knowing that for the duration Victor will 
put first things first, which means that our 
manufacturing facilities will be used to the 
very limit of our privilege to serve Uncle 
Sam. Orders for fans will be accepted 
subject to prior sale and our ability to 
make shipment. We urge immediate 
placement of your order. 


VICTOR ELECTRIC PRODUCTS, Inc. 


2950 ROBERTSON RD 


’tug Wofenad Stiie— 


¢ Victor employees have gone over the top 
100%, in the purchase of Defense Bonds. 
Average purchases to date are $100 worth of 
Bonds each. 29 office employees subscribed to 
more than $2,700 worth of Defense Bonds. 
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Disston Offers an Industrial 
Conservation Control Plan 
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Front and back of one of the conservation control cards—No. 11 in the series of 35. 


ENRY DISSTON & 
SONS, INC., Philadelphia, Pa., is 
offering to industrial America a 
Conservation Control Plan designed 
to save vital materials and to speed 
up production in this time of great 
national emergency. Recognizing 
this plan as a definite aid to the 
Government’s “War on Waste,” OPM 
(now WPB) stated, “It reflects pre- 
cisely what we would have every 
industrial plant in the country un- 
dertake.” 

Presented Feb. 5 at a meeting of 
the Eastern Industrial Advertisers 
and trade press at the Poor Richard 
Club, Philadelphia, this plan was 
conceived as a nation-wide effort to 
aid American industry achieve the 
utmost production with minimum 
waste of time, labor, and materials. 
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The basic idea of the plan is to in- 
struct workmen in the correct choice, 
proper use, and right care of tools; 
to insure faster production, better 
results, and longer tool life. More- 
over, the more expert application 
of tools and the more skillful han- 
dling of materials that it encour- 
ages can result in better finished 
products. 

For the manufacturing executive, 
the plan is to provide an aid to 
higher working efficiency and _in- 
creased production; for the pur- 
chasing agent, a step toward reduc- 
ing new tool and material purchases 
made possible by increasing the life 
of present equipment and improv- 
ing individual work. It gives the 
production engineer a definite help 
in supervision, in eliminating troub- 
le, and in cutting down loss of time 
and material. The workman is pro- 


vided with a means to improve his 
skill and therefore his value, save 
material and thus avoid shortages 
and lay-offs. 

Important in this plan are 4 by 6 
in. cards bearing concise, practical 
information that will lead to the 
most efficient and productive opera- 
tion for 35 varieties of tools. Each 
lists possible faults in operation, 
common difficulties, and usual mis- 
takes in practice. “The remedy for 
common troubles” is 
clearly stated. 

These cards make it possible for 
the workman to choose the right 
tool for the job; set it up properly, 
use it so as to prevent damage; keep 
it in good working condition, and 
perform his work with maximum 
saving of time, effort, and material. 

It is intended that these cards be 


briefly and 


(Continued on page 94) 
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ur Trade Has Been 
alled to the Colors! 


By J. M. WITTEN* 


Witten Hardware Co., Trenton, Mo 
President, 
Western Retail Implement and 





Hardware Association 


QO, R all-out war pro- 


gram will divert a large portion 
of our staple merchandise to the 
needs of our armed forces. From 
this fact we can take just patriotic 
pride, and feel comforted in the 
realization that we are engaged 
in retailing goods vitally essential 
to our nation in both peace and 
war. It is this basic characteristic 
of our merchandise that has given 
remarkable stability to our trade 
even under the most trying and 
adverse conditions. 

Since our goods are necessary 
in supplying the three principal 
needs of mankind—food, clothing 
and shelter—we are much more 
fortunate at this time than are 
many other types of retail estab- 
lishments. In making our plans 
for this war-time period, we can, 
therefore, advantageously place 
special emphasis on the thousands 
of items in our stocks that are so 
closely associated with these three 
basic needs of man. This is par- 
ticularly true of agricultural 
equipment and farm supplies. 

Our all-out war effort gives an- 
other opportunity to demonstrate 
the stability and resourcefulness 
of hardware and implement deal- 
ers. While doing our duty to our 
country in every particular. we can 


*From his address at Western Asso- 
ciation Convention when accepting the 
presidency of that body. Mr. Witten, 
for more than 10 years an Associate 
Editor of Harpware Ace, is the son of 
the late Tom N. Witten. Sr.. who was 
president of the Western Association 
exactly 25 vears ago. 
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strive unceasingly to operate our 
businesses more efficiently than 
ever before in order to fulfill our 
obligations to our customers and 
to ourselves. We can all achieve 
greater efficiency in several ways. 


Anticipate Needs 


We can, for example, make it 
a point to anticipate our needs 
much further in advance than 
under normal conditions. When 
several sources of supply must be 
tried before our orders can be 
filled, much time elapses, and 
usually sales are lost before the 
wanted merchandise is obtained. 
By ordering far enough in ad- 
vance of our needs we can mini- 
mize this problem. Let’s make 
certain that we do Have the in- 
numerable salable and profitable 
items that are not affected by the 
war. 

It is most important that we 
make certain that the selling prices 
on our goods accurately reflect 
costs based on current wholesale 
quotations. We must constantly 
keep in mind that it is probable 
that we will see our merchandise 
depreciate in value faster and to 
a greater extent than it is now ad- 
vancing. It would therefore seem 
doubtful that we could devote our 
time to anything more important 
or profitable than to making justi- 
fied upward revisions in our re- 
tail prices. 

In placing our businesses on a 
war-time basis, we must carefully 
eliminate all non-essential expense 













J. M. WITTEN 


items, while making sure that we 
are receiving full value for every 
cent spent for necessary expenses. 
We must also learn the new im- 
portance of avoiding wasteful 
practices, and of conserving every- 


thing of value. 


As the average consumer will 
likely have less spendable income 
or purchasing power in the months 
ahead, we must make a determined 
effort to attract every possible dol- 
lar’s worth of available business. 

While we will not have as much 
merchandise to offer as under 
normal conditions, we can offer 
the goods we have to sell in a 
more appealing manner, as it will 
be possible to devote more time 
and attention to improving our 
promotional, merchandising and 
selling efforts. 

As merchandise becomes even 
more difficult to obtain it is likely 
that the salability of some items 
we have long had on our shelves 
will be greatly enhanced, due to 
the fact that nothing more desir- 
able for the purpose is obtainable. 
When this opportunity presents 
itself, let’s make the most of it. 

When we have calis for articles 
that are unobtainable—it is often 
possible to suggest and sell a sub- 
stitute if we will just put on our 
“thinking caps.” Many of our 
staple articles are used for a multi- 
tude of different purposes and, by 
using a little ingenuity, we will 
make sales instead of losing them. 

To facilitate our victory pro- 
gram, our government has 

(Continued on page 94) 
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C, INTERIOR AND CABINET HARDWARE 


for Game Rooms |). ayy =a \\\ | 
\; | | |} > be ™* ‘ eye 


and Dens 
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* Authentic Design 
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®Unifies Exterior with Interior 
*Easily Applied—Saves Time 
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® Maintains Finish Permanently 














Sales are easier to make when you show 
your prospect a “follow through” of 
exterior and interior hardware. McKinney 
offers a wide variety of styles in every 
price range. 





























McKINNEY MANUFACTURING COMPANY « PITTSBURGH, PA. 


OVER 75 YEARS DESIGNING AND MANUFACTURING GOOD HARDWARE 

















| CAN'T 
i) GET AROUND 
ANYMORE 





FOLLOW ME 
| ROLL 
ON BALLS 


‘Acme’ 


BALL BEARING 


CASTERS 











LD-FASHIONED casters belong to the horse and buggy days and 
are no longer used by people who take pride in their homes. Up-to- 
date casters are ‘‘Acme’’ Ball Bearing Casters which roll smoothly, 
quietly and easily in any direction. They protect floors, rugs, carpets 





and add a modern note to furniture. Sell your trade ‘‘Acmes’’. Double 
caster sales and profits. Just roll an ‘‘Acme’’ along the counter or let - _ ‘ 
the customer do it and the sale is made. -— | 


THE SCHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 


Detroit Office: 2640 Book Tower @ Chicago Office: 902 S. Wabash Ave. 


Cleveland Office: 402 Swetiand Building 
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American Hardware Supply Convention 





Some of those who attended the convention of the American Hardware Supply Co. 


DATE & PLACE — American 
Hardware Supply Co., dealer-owned 
wholesale firm, convention and ex- 
hibit, Jan. 26-27, at company head- 
quarters, 41-43 Terminal Way, South 
Side, Pittsburgh, Pa. 

ADDRESSES—Maijor James H. 
Miller, U. S. Ordnance Department, 
Pittsburgh, outlined the operations 
and duties of the department and 
said that in determining the award 
of orders, consideration must be 
given price, delivery, and the amount 
of sub-contracting contemplated by 
the prime contractor. To be a sub- 
contractor is to be alert with good 
salesmen, who know people in dif- 
ferent plants. When prime con- 
tractors need assistance in finding 
sub-contractors they will be given 
help where possible and practical. 
Dealers were urged to have full 
sense of their responsibility and to 
do all possible to help win the war. 

E. A. Hastings, company treasurer, 
discussed installment selling and 
Regulation “W.” He said it is 
primarily intended to cover the sale 
of consumer’s durable goods and 
that open accounts, to be paid in 
full by one payment in a specified 
time, are not at present subject to 
the regulation. Layaway sales are 
not subject to the regulation until 
date of actual delivery. 

In his treasurer’s report, Mr. 
Hastings told of a 34% per cent 
gross sales increase in 1941 over the 
previous year. Inventories are neces- 
sarily higher than normally due to 
questionable ability to get deliveries 
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later on. The balance sheet reflects 
receivable better than usual with 
only a total of 17 days’ sales appear- 
ing in this figure in the balance 
sheet. Due to a rising market, gross 
profits were two per cent higher than 
the average year. The high volume 
enjoyed enabled the company to re- 





WILLIAM M. STOUT 


duce the percentage of expense to 
sales, those factors resulting in un- 
usually high profit for the year’s op- 
erations. 

H. Leslie Gould, sales manager, 
said dealers can increase their sales 
in 1942 by adding new lines, includ- 
ing traffic builders, and dramatizing 
their stores. He called attention to 
new lines added by the company 
which include floor coverings, din- 
nerware, etc., and urged streamlined 


buying and selling throughout 1942. 

William M. Stout, general man- 
ager, said that of 30,000 items han- 
dled by hardware dealers under 
normal times, they can still get 29,- 
500 whereas some other types of 
business had suffered greater cur- 
tailment. Sell what you can get and 
ask for and get priorities as there is 
a war which must be won, he ad- 
vised. He urged reading of company 
bulletins and called attention to the 
Harpware AcE Priorities Guide. He 
called attention to order M-67 mak- 
ing it unlawful to buy raw materials 
and finished products beyond a 60- 
day supply. New merchandise must 
be added, including items that chain 
stores previously took away from in- 
dependent dealers, he remarked. 
Farming communities are now being 
industrialized so dealers go after in- 
dustrial business. 

Officers of the American Hard- 
ware Supply Co. are: president, 
Charles W. Scarborough, Pitts- 
burgh; vice-president, F. B. Post, 
Washington, Pa.; secretary and as- 
sistant treasurer, S. M. Wylie, Eliza- 
beth, Pa.; treasurer and assistant 
secretary, E. A. Hastings, Pitts- 
burgh; general manager, William 
M. Stout; directors: Messrs. Scar- 
borough, Post and Wylie; H. D. 
Whieldon, Greenville, Pa.; H. M. 
Kirk, New Castle, Pa.; John A. 
Ditz, Jr., Clarion, Pa.; J. M. Scott, 
Carnegie, Pa.; Clarence Newcomer, 
Mt. Joy, Pa.; William R. Ritter, 
Mechanicsburg, Pa., and (new) W. 
R. Conaway, New Lexington, Ohio. 
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Indiana Convention 


DATE & PLACE—Indiana Re- 
tail Hardware Association conven- 
tion and exhibit, Jan. 27-30, at the 
Murat Temple, Indianapolis, Ind. 

NEW OFFICERS — President, 
Jesse E. McCoy, Cloverdale, suc- 
ceeding Homer Hipskind, Indian- 
apolis; vice-president, Roy H. Hun- 
ter, Versailles; directors: Charles 
W. Link, Rockport; Elmer A. Hum- 
mer, Lakeville, and H. J. Klopfen- 
stein, Portland. G. F. Sheely, In- 
dianapolis, is managing director. 


RESOLUTIONS — Protested 


discrimination against retailers in 
favor of consumer cooperatives in 
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for you, it deserves $0 


connection with Regional Agricul- 
tural Corp. loans to fruit growers; 
against federalization of social se 
curity, and against the passage of 
any state wage and hour legislation. 
Favored support of government in 
all constructive efforts designed to 
assure victory and pledged best ef- 
forts of the membership toward the 
conservation of scarce materials and 
the protection of the consumer from 
unwarranted price increases. Com- 
mended Gov. Henry F. Schricker for 
his order, issued last July, which 
stopped the practice of state em- 
ployes making purchases for them- 
selves and their friends through the 
JESSE E. McCOY state central purchasing depart- 
President ment. 
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The 1942 busi- 


ADDRESSES 
ness outlook from a wartime stand- 
point occupied the attention of the 
dealers and speakers discussed mer- 


chandising problems raised by 
priorities, government regulation of 
installment buying and 
changes which have resulted from 


the war. 


other 


Albert O. Evans, manager of the 
Indianapolis branch of the Priority 
speaking on “The War 
Program and Hardware Retailing.” 
remarked that those persons who are 


Division, 


“just too stubborn to accept direc- 
tion” from the priorities system in 
the extension of a preference rating 
order are placing themselves in the 
“slacker” group. He asserted that 
“one factor that today is causing 
the greatest delay in the functioning 
of the entire priorities system is the 
attempt by so many individuals to 
use their own method of extending 
He ad- 
dealers to fill out 

rating orders in 
every detail and he explained the 
different kinds of 


a preference rating order.” 
vised hardware 
their preference 


orders and the 


most simple methods of extension to 
be used. 





Nos. 800-816 
(Top) 
Surface Wall Cabi- 
net. All metal. 
Metal framed mir- 
rordoor. Hasthree 
bulb-edge glass 
shelves, two tooth- 

brush racks. 
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.--SELL THESE 
Better, Low-Priced 
BATHROOM CABINETS 


’ ] ‘HESE inexpensive, wall hung cabinets 
are more serviceable—better values in 
the low-priced division. 


The nationally advertised MIAMI Line in- 
cludes over 140 models—described and il- 
lustrated in our complete catalog. Copy 
mailed upon request—address Dept. HA. 


MIAMI CABINET DIVISION 


The Philip Carey Manufacturing Company 
MIDDLETOWN, OHIO 


Wisco Convention 








WISCO OFFICERS—Lett to right: P. M. Ellingson, Edgerton, treas- 
urer: Darwin Follett, Coloma, vice-president: Roy Beat, Mt. Horeb, 
president; J. A. Fitschen, Madison. secretary-general manager. 


DATE & PLACE—Wisco Hard- 
ware Co. (dealer-owned wholesale 
hardware) dealer meeting and ex- 
hibit Jan. 28-29, 1942, at company 
headquarters, Madison, Wis. 


ADDRESSES —General Manager 
J. A. Fitschen reported that sales for 
1941 increased more than 44 per cent 
over the previous year’s volume. 
Membership in the Wisco organiza- 
tion he announced, reached an all- 
time high of 306 firms. This is an 
increase of 58 new members in 1941, 
he said. Mr. Fitschen told the mem- 






Nos. 1 and 3 No. 2 
(Center) (Bottom) 

An inexpensive All- mirror front, 
arched top, wall straight top cabi- 
hung cabinet with net to hang on 
all-mirror front face of wall. 
door. Equipped Equipped with two 
with two  bulb- bulb-edge glass 
edge glass shelves. shelves. 





BATHROOM CABINETS 
AND ACCESSORIES: :- 





bers that profits also increased pro- 
portionately and that the company 
returned the highest patronage re- 
funds in 17 years. 

C. A. Minot, sales manager, Star- 
line, Inc., Harvard, Ill., stated that 
barn equipment would play an im- 
portant part in helping the farmer 
increase milk production during the 
coming year. With labor shortages 
on the farm in prospect, barn equip- 
ment, he said, becomes most impor- 
tant. Litter carriers and other labor 
saving items, he pointed out, will 
enable the farmer to maintain and 
increase his production even though 
short handed. 

Proper stalls and stanchions, he 
said, prevent injuries to animals, 
thus keeping more of the herd pro- 
ducing all the time. Water bowls 
alone, he stated, will increase milk 
output from 15 to 20 per cent. 

There is little doubt he said, but 
that equipment will be made avail- 
able to the farmer, and dealers 
should determine their customers’ 
needs as soon as it is possible. 

Henry E. Atwood, vice-president, 
B. F. Nelson Mfg. Co., Minneapolis. 
Minn., told dealers that there would 
be no shortage of asphalt roofing and 
that reasonable prices would prevail. 
Dealers should prepare for increased 
roofing business, he said, for cus- 
tomers who have used other types of 
roofing in the past will now switch 
to materials that are available. 

Campaigns to save fuel and cut 
down on waste, he pointed out. 
should result in a greatly increased 
demand for insulating materials. 
Practically all types of: insulation 
material are available, he said. They 
are fireproof, save heat in the winter. 
keep the house cool in the summer, 
and, he pointed out, will appeal to 
customers who have money to spend 
in improving their homes. 

Protection of property and equip- 
ment will be uppermost in the minds 
of all consumers during the next sev- 
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Small Businessman in the Nation’s War Economy 


STATEMENT from Donald M. Nelson, chairman of the War Pro- 
duction Board, Washington, D. C., presented by Honorable Alex- 
ander Wiley, United States Senator from Wisconsin at the annual con- 
vention of the Wisco Hardware Co.. held Jan. 28-29, 1942. in Madison, Wis. 


My dear Senator Wiley: 
This is in answer to your telephoned request for comment on the place 
of the small businessman in the nation’s war economy. 


We are at war with a determined, efficient and well-prepared enemy, 
and from now on we must do probably the most herculean job any nation 
ever attempted. The production of the war material we need to lick our 
enemy must come before every other consideration. 


At the same time, we must not fight this war in such a way as to lose 
the very thing we are fighting for—our free economy, under which the small 
businessman and the small fellow generally can survive and prosper if he 
exerts himself properly. 

That puts a responsibility both on the Government and on the business 
man. 


The Government must do everything possible to use all of the facilities 
which our small shops and factories have. It must, and it will, spread 
military orders just as widely as possible to bring this about. It must, and 
it will, see that the fullest use is made of subcontracting. It must, and it 
will, help convert industries to war production in such a manner that the 
little fellow is given every chance to put his facilities into service. 


The businessman, in turn, must exercise his own initiative and energy. 
He must realize that we are in a spot where war production is all im- 
portant; he must do all that he can, in every way he can, to get into the 
production either of war goods or of goods that are essential to the civilian 
economy. 

I believe that a tar greater use can be made of the small businessman's 
tacilities than has been generally supposed. Our readjustment to a war 
economy is going to be difficult and it is going to impose sacrifices; yet 
we are determined that it shall be made in such a way that the economic 





freedom of the individual is not destroyed. 


Sincerely, 
DONALD M. NELSON 








eral years. Frank F. Whittam. gen- 
eral sales manager. John Lucas & 
Co., Inc.. Philadelphia. Pa.. told the 
group. He urged the dealers to sell 
protection during this period. There 
will be no shortage of paint this 
year, he said. and pointed out that it 
may not be just the same paint but it 
will be very good paint. Some sizes 
of cans will be eliminated, he said 
and later on tin cans will not be 
used at all. Mr. Whittam also ex- 
plained Preference Rating Order 
P-100 to the dealers and pointed out 
how it might be used to help them 
secure merchandise to be used for 
repairs and maintenance. 

At the luncheon meeting Thursday 
in the Park Hotel, Henry A. Lewis, 
executive secretary, Wisconsin Re- 
tail Hardware Association, Stevens 
Point, Wis., cautioned dealers about 
careless extension of credit and poor 
collection of accounts during the 
present time. Dealers, he said, should 
remember that now the value of 
receivables in terms of purchasing 
power declines every day. Things 
that will make prompt collection of 
accounts difficult, he said, are in- 
creased taxes, higher living costs. 
and other deductions from employees 
pay checks for charity and com- 
pulsory savings. 
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Mr. Lewis held that the hardware | 
store was the logical place for cus- | 


tomers to come for suitable repair 
and maintenance services. and he 
urged dealers to develop depart- 
ments of this type. He also sug- 


gested that dealers learn the art of | 


selling alternate merchandise. 


A. A. Nelson, sales manager, Key- | 


stone Steel & Wire Co.. Peoria. IIL. 
told dealers that the all-out war ef- 


fort would require practically all of | 
the steel manufacturers’ production | 
capacity during the coming year. In | 


view of this, he said, whatever steel | 


products are available for civilian 
use must be allocated. He told the 


dealers that they should follow a | 


plan of allocating their goods to cus- 
tomers where this is practical so as 
to take care of as many as possible. 
Naturally, he said, this must be re- 


lated to the basis on which the dealer | 


buys the merchandise. Simplification 





of wire products he pointed out, | 


should result in some quantities of 
the most practical items such as 
fence, nails, and barbed wire. 
Guest speaker at the banquet was 
United States Senator Alexander 
Wiley, Chippewa Falls, Wis. He de- 
clared that while every possible 
effort must be exerted to win the war 
and preserve our very existence and 





g QUICK FACTS 
EVERY GOOD DEALER 
SHOULD KNOW ABOUT 


UF KIN 
“RED END’ RULES 


(1) Solid brass joints, rust-proof, 
smooth working. (2) Solid brass 
strike plates that prevent wear. 
(3) Lock joints that reduce end play 
and help maintain accuracy. (4) Sec- 
tions of finest hardwood, straight 
grain, tough and flexible. (5) Grad- 
uations both edges of both sides. 
(6) Durable enamel finish, snow 
white or cream. (7) Striking and at- 
tractive appearance. (8) Wide range 
of graduations. 

Put Lufkin “RED END” rules on dis- 
play now! Cash in on the world’s 
most popular folding wood rule. 


AGINAW, MICHIGAN New York Cit 


TAPES - RULES 








y 


PRECISION TOOLS 
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Double X...field marshal of 
them all! The nationally ad- 
vertised Floor Cleaner that 
makes varnish vanish, makes 
old floors new and makes 
profit-sales for you! Schalk 
Chemical Company, Los 
Angeles and Chicago. 












A popular buy-word 


National 


HARDWARE 


a 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 


National Manufacturing 
Company 
STERLING - - - ILLINOIS 
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the American way of life, our nation 
even now must begin guarding 
against an economic and spiritual 
collapse after the war is over. 

Early in his address Senator Wiley 
brought a message of hope to the 
small business man in the form of a 
letter from Donald M. Nelson, chair- 
man of WPB (letter reproduced on 
page 75). 


Officers of the Wisco Hdwe Co. 
are: president, Roy Beat, Mt. Horeb; 
vice-president, Darwin Follett, Co- 
loma; treasurer, P. M. Ellingson, 
Edgerton; secretary-general mana- 
ger, J. A. Fitschen, Madison; direc- 
tors; D. M. Young, Richland Center, 
succeeding Paul Lebrecht, Belle- 
ville; Henry Kozelka, Prairie du 
Chien. and Mr. Follett. 





Panhandle Convention 


DATE & PLACE—Panhandle 
Hardware and Implement Associa- 
tion, convention and exhibit, Jan. 26- 
27 at the Herring Hotel, Amarillo, 
Tex. 


OFFICERS—. P. Rosson, Here- 
ford, Tex., elected president to suc- 
ceed W. H. Spaulding, Clovis, N. M.; 
vice-president, George Buchenau, 
Tulia, Tex.; directors: Sam Hergert, 
Perryton, Tex. (new); L. C. Harp. 
Matador, Tex.; Paul Wilmot, Ros- 
well, N. M.; Ernest Lee, Wheeler, 
Tex.; A. S. Meinecke, Lubbock, 
Tex.; S. C. Harrison, Memphis, 
Tex.; advisory board: W. H. Spaul- 
ding, Clovis, N. M.; M. L. Purvines. 
Panhandle, Tex., and E. R. Yates, 
Lamesa, Tex. 


RESOLUTIONS — All _resolu- 
tions adopted pertained to war and 
defense activities. They urged coope- 
ration with the government and with 
the farmer in “all-out” efforts. Asked 
suppliers to consider carefully the 
needs of their regular retail custom- 
ers before selling to new firms. Fed- 
eral sales tax for defense only was 
approved. 

ADDRESSE S—Chester E. 
Young, Fairview, Okla., N.R.H.A.. 
director, in speaking on “Manage- 
ment, Plans, and Policies,” urged 
dealers to consider service for mer- 
chandise and equipment instead of 
selling as good business for 1942. 


Dr. George C. Hester, Southwest- 
ern University, urged hardware men 
to be alert constantly towards trends 
for “balloon” and unwise spending 
while recognizing the needs for a 
complete defense program. 

Paul M. Mulliken, executive sec- 
retary, National Retail Farm Equip- 
ment Assn., stressed closer coopera- 
tion between the dealer and farmer. 

Charles B. Roth, sales counselor, 
Denver, Colo., in discussing “Sales- 
manship and Public Relations in 
1942” emphasized holding the cus- 
tomer’s confidence; rebuilding value 
of quality merchandise in the minds 
of the people; advertising the stabil- 
ity of the firm, and selling the future 
as means of securing better public 
relations. 

R. S. Williams, sales promotion 
manager, International Harvester 
Co., declared that since a late in- 
ventory revealed a very large amount 
of unsold merchandise, both new 
and used, in the hands of retailers, 
there was a way out in assisting the 
farmer and also cleaning stock. 

A priorities clinic was conducted 
by Frank S. Eagle, manager defense 
department and assisted by Thomas 
Turnball, district sales manager, 
Colorado Fuel & Iron Corp., Denver. 
Colo. Mr. Eagle pointed out the im- 
perative need of each dealer making 
a close study of government bulle- 
tins, rulings and recommendations. 





PANHANDLE OFFICERS—Left to right: Chester E. Young, Fairview, Okla., 
N.R.H.A. director: Sam Hergert, Perryton, Tex., director: L. C. Harp, Matador, 
Tex., director: A. S. Meinecke, Lubbock, Tex., director; S. P. Rosson, Hereford, 
Tex., president; S. C. Harrison, Memphis, Tex., director M. L. Purvines, Pan- 
handle, Tex., advisory board; Ernest Lee, Wheeler, Tex., director: W. H. 
Spaulding, Clovis, N. M., retiring president, and C. L. Thompson, Canyon, Tex. 
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iter, 
elle- . 
du AYE T AY Bill Every Hardware Need 
SS 
PUMP MORE WATER Wii" come covered wi é 
the finest exclusive feature 
found in shovels . 7 
_ TP The 
est- a The 6 WILSON 
oe STUART OPEN BACK 
nd CLOSED BACK Meets any compe- 
“8 Finest all-around ive: pie aves 
ing quality at a-price eas: + one lage 
ra which commands prately ennshies. 
The Popular Sas, 
- “BULLET” | 
lip- 
Pra- 
wa for Shallow Wells 
lor, 
les- For farmers to pro- 
- duce the great in- 
“us- 
wa creases of food called 
mdie for by our Victory 
bil- program will mean 
ure a big demand for ef- 
dlic ficient, economical 
systems to supply 
ion ° . ’ 
a the increased need of water on our nation’s farmsteads. 
in- The new F & W centrifugal jet pumps, for shallow and 
unt medium deep wells, were designed and engineered to pump 
a more water at less cost—and have proved their efficiency in 
thousands of installations. Each is a compact integrated 
“package” unit, with close coupled pump and motor. Fewer 
ted moving parts... longer wear... noiseless operation. No 
nse belts, no gears, no pulleys... fully automatic controls, self 
has adjusting from pump suction and tank pressure. 
er, 
er. A COMPLETE LINE 
al including reciprocating pumps for both deep / . 
ing and shallow wells, electric pump jacks, as se HELPING DEFEND 
lle- well as hand and windmill pumps... all AMERICA 
ns. backed by 76 years’ experience! Dealers can Pars 
meet every sales opportunity with this com- needed shove to olf 
plete, dependable line. Government Departments 
Write now for illustrated lirerature and ee eee 
complete information; without obligation. 
For medium deep FLINT & WALLING MFG. CO., INC. Dealers! 
wells F & W offers 288 Oak Street, Kendallville, Indiana 
a line of ejector A nearby jobber can supply you with 
tked b 
seleninentiaiinan Dependability of F&W these easier-to-sell shovels. Send for 
ment, ease of instal- products insures cus- catalog and name of nearby jobber 
lation, simplicity of ‘ ‘ 
duignandecamne tomer satisfaction and 
tion. rotects dealer profits. 
' THE WOOD SHOVEL 
AND TOOL COMPANY 
"J Electric water systems »» cen- heli Wamel-iie) / 
or, trifugal pumps . . reciprocating 
rd, pumps.. Electric pump jacks..hand and 
H. windmill pumps.. Star Zephyr windmills 
2x. 
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Health Seales 
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Utility Seales 
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Hanging 
Balance Types 


Are you gelling 


YOUR SHARE OF 
INDUSTRIAL 
SOLDERING IRON 
BUSINESS? 


One thing is certain in these 
uncertain days—your best pros- 
pects are those plants engaged 
in defense production. You can 
sell DRAKE Soldering Irons to 
those plants—for DRAKE irons 
have the stamitia to take the 
punishment of constant use. In- 
vestigate this “live” prospective 
market. 

Illustrated here is No. 600-10 (100 


watts, % in. tip} from the line of 
DRAKE Industrial Soldering Irons. 





ASK YOUR 
JOBBER FOR 
INFORMATION 


DRAKE ELECTRIC WORKS, INC. 





3656 LINCOLN AVE. CHICAGO, ILL. 





















NORTH COAST OFFICERS—President Guy Bennett, Vancouver. 
Wash., and Don D. Stewart, secretary-treasurer. 


North Coast Convention 


DATE & PLACE—North Coast 
Retail Hardware Association met 
Jan. 19 at the Multnomah Hotel, 
Portland, Ore. 


NEW OFFICERS —President, 
Guy Bennett, Vancouver, Wash., suc- 
ceeding Henry F. Peterson, Seattle, 
Wash.; vice-presidents, Hiram 
Groves, Lebanon, Ore., and A. C. 
Carrigan, Seattle, Wash. New direc- 
tors, to serve two years, J. W. White, 
Bremerton, Wash.; Clarence White- 
side, Corvallis, Ore.; Roscoe Hazer, 
Noth Bend, Ore.; Frank Taylor, 
Reedsport, Ore.; C. C. Faber, 
Seattle, Wash., and F. A. Lang, Ta- 
coma, Wash. 


RESOLUTIONS -Opposed the 
entry of the Federal Government 
into the general’ tax field. Favored 
that OPM be made cognizant of the 
fact that while the hardware store 
sells tools and home repair equip- 
ment in small amounts to defense 
workers, it cannot properly identify 
those purchases as defense and non- 
defense and cannot under the pres- 
ent priorities’ system keep sufficient 
stock on hand to fill immediate de- 
mand. The resolution pointed out 
that unless this “bottleneck” of the 
defense program is alleviated, hard- 
ware store stocks may be depleted 
to a point where it will be difficult 
for the hardware merchant to re- 
main in business. 


ADDRESSES—F. A. Ernst, 
president of the Ernst Hdw. Co., 
Seattle, Wash., speaking on “The 
Brighter Side of the Darker Prob- 
lems” said, “We are receiving but 
little merchandise from any foreign 


country and no doubt we will have 
to look for substitutes in some lines. 
In addition to dearth of imports, we 
have had to furnish Great Britain 
and other allies with material we 
sorely need at home. We have some 
priority problems now to contend 
with and will doubtless have more 
in the future. Another problem is 
price ceilings.” 

On the brighter side, Mr. Ernst 
declared that all retailers would 
have to do an even better job of 
merchandising to stay in the picture 
but that it could be done even with 
higher wages, employing women in 
many departments, with better pack- 
aging of various items, and to bring 
out some of the forgotten goods. 

He urged dealers to use the ideas 
contained in Harpware AGE and 
others of the trade press; to watch 
installment sales and get as much 
down payment as possible. 

Charles Isaacs, N. R. H. A., gave 
the dealers these recommendations 
for carrying on business in 1942: co- 
operate with wholesalers; add new 
lines which are vital today and mean 
holding up volume; put your money 
into fast selling items; push them 
more; avoid duplicates; mark up 
your goods to the market; do not 
do any more underselling; build up 
a reserve for a declining market; 
streamline items for defense by par- 
ing down; cut expenses as to be 
ready for heavy taxes; liquidate ac- 
counts receivable; don’t sell to ques- 
tionable credit; reduce debts and 
amortize your mortgages; estimate 
your sales and bridge your expenses; 
follow a definite plan. 
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ECONOMICAL, Healthful Heat 
for ALL Users of 
OIL BURNING APPLIANCES 


* 














DEPENDABLE 
CONTROLS 


Oil-Burning Appliances — Circulators, 
Ranges, Hot Water Heaters — using A-P 
DEPENDABLE CONTROLS, have a “leg 
up” on today’s market demands. For to 
America’s patriotic millions, ECONOMY and 
service-free, healthful heating convenience, 
the MUST features on their new Oil-Burning 
Appliances. 


A-P DEPENDABLE CONTROLS, used on 

most of the Appliances you sell, practically 

guarantee steadily controlled, healthful heat- 

ing — at a minimum of fuel consumption. 

Point out this fact to your customers. You’ll 

find it a great help to sales. And for greater 

heating convenience and economy, remember * 
the A-P THERMOSTATIC HEAT REGUL- 

LATOR SET. It’s easy to install, and inex- 

pensive. 


Write for your FREE copy of the new 
“A-P Album of Space Heater Selling” 


* 


AUTOMATIC PRODUCTS COMPANY 


noRtH icy i -s€cono STREET 


IMLWAUKEL WISCONSIN 


EERENNORLE 
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January Ist. . Federal Tool Corpo- 
ration took over complete distribu- 
tion of all items manufactured by 
the Chicago Precision Products Co. 








Here are four of these items now in- 
cluded in the Federal line: No. 830 
Federal Mixstir retailing at 30c; No. 
810 Federal Cocktail Shaker, 25¢c; No. 
820 Federal Polar Ice Chopper, 30c; 
No. 860 Federal Whippet Mixer, 25c. 
Two items not illustrated are No. 840 
Federal Biltmore Whipper and Mixer, 
40c; No. 850 Federal ‘‘Tip 'N 
Whip’’, 50c. 











No. 453 TWIN-SERVER 
SET with PLASTIC 
TOPS AND SPOONS: 
a bese seller for jellies, 
jams, marmalade, horse 
radish, mustard, catsup, 
chili sauce, etc. Hinged- 
tops, spoons, and tray are 
sanitary Tenite plastic; 
clear-glass containers are 
6-0z. capacity. Set retails 
complete at 50¢, 


No. 461 OIL and VINE- 
GAR SET with PLAS- 
TIC DRIPLESS SERVER 
TOPS: sparkling with 
sales appeal! Tray and 
server-tops are Tenite 
plastic; slides and 7-—* 
are stainless steel; ri 
bed clear-glass contain- 
ers are 7-0z. Capacity. 
Ideal, too, for sugar and 
cream. Set retails com- 
plete at $1.00. 


(Retail prices slightly higher west of Mississippi) 
STEP UP SALES...SELL COMPLETE SETS 





We. 572 We. 451 Me 302 





NEW YORK OFFICE — 200 FIFTH AVENUE 
WESTERN OFFICE — TERMINAL SALES BLDG., SEATTLE, WASHINGTON 


FEDERAL TOOL CORP. 


400 N. LEAVITT ST., CHICAGO, ILLINOIS 
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Imnfr vowed 


BLADE 


; Imp voved 






The display tells the story ... to 
customers. Capewell’s Flexloy is 
the toughest hack saw blade in 
its price class. The teeth will not 
strip. This blade will not snap in 
a frame. 


Your cash register tells the story 
. + + to you. Pleased customers. 
Steady repeat. Doubled sales. Write 
for details; give jobber’s name. 
THE CAPEWELL MFG. CO. 
Hartford, Conn. U. S. A. 


CAPEWELL 


HACK 


SAW BLADES 





IMPROVES stove performance, ignit- 


ing quickly. 

BETTER combustion economizes on 
fuel. 

RE-INFORCED yarn protects burning 
edge. 

EXTINGUISHES quickly, eliminating 
odor. 


CARBON deposit readily wiped off. 
ECONOMICAL because longer-last- 
ing. 

FAST seller because of its novelty. 








Ph Order from your jobber. 
NIM 
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MOUSTRIAL SALES Ovid 


RAYBESTOS-MANHATTAN, INC. 


at 
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MICHIGAN OFFICERS—Left to right: Frank J. Hartge. Detroit. 
retiring president: C. L. Goddeyne, Bay City. president, and 
H. A. Dashner, Lansing, manager. 


Michigan Convention 


DATE & PLACE — Michigan 
Retail Hardware Association met on 
Feb. 3-6, 1942 at Hotel Statler, De- 
troit, Mich. 


NEW OFFICERS — President, 
C. L. Goddeyne, Bay City, succeed- 
ing Frank J. Hartge, Detroit; trea 
surer, Wm. Moore, Detroit, and man- 
ager, H. A. Dashner, Lansing. New 
members of the executive board are 
Carl Sturmer, Port Huron, ana 
Clyde Wilson, Travers City. 


ADDRESSES—President Hartge 
told dealers that many readjust- 
ments must be made in the operation 
of retail hardware stores in the fu- 
ture. He said, most dealers would 
be able to make these adjustments 
and survive regardless of conditions. 
He urged dealers to master the art 
of selling substitute merchandise and 
to suggest this merchandise to cus- 
tomers in a way that will be pleasing 
to them. / 

Charles Milton Newcomb, Dela- 
ware, Ohio, told the group that the 
axe, gun, and the plow were tools 
which had played important roles in 
the building of the nation. We must 
strive under present conditions, he 
said, to regain the spirit of the pio- 
neer who had little and made it do. 

A. E. Herrnstein, hardware dealer, 
Chillecothe, Ohio, and vice-president 
N.R.H.A., told dealers the number 
one problem in the hardware store 
in 1942 was that of maintaining sales 
volume. He said that every dealer 
should strive to develop more busi- 
ness from lines that will be available. 
He related how in his own business, 
the paint department was modern- 
ized, a special manager placed in 
charge of it, and efforts made to se- 
cure the painters’ business in the 
community. This reorganization, he 
said, has increased sales many times. 


This plan of revamping departments 
is to be carried out im seeds this 
spring. 

Professor Arthur Secord, Univer- 
sity of Michigan, Ann Arbor, Mich., 
told dealers, salesmanship is the art 
and science of merchandising. A 
good salesman must have certain 
characteristics, he said, and one of 
the most important was knowledge 
—knowledge of himself, knowledge 
of his merchandise, knowledge of 
human nature and the customer, and 
knowledge about a lot of general 
things. Confidence, he said, is equal- 
ly important. The salesman must 
have confidence, he said, in himeelf, 
in his associates, and in his merchan- 
dise. Courtesy, tact, and adaptabil- 
ity are other characteristics invalu- 
able to the salesman. 

George T. Bogard, General Elec- 
tric Co., Detroit, Mich., told dealers 
a good lightmg system makes more 
sales by attracting more people to 
the store and by making the mer- 
chandise appear more desirable. He 
explained the advantages of fluores- 
cent lighting and pointed out that it 
helps the dealer secure a high level 
of illumination at a relative low cost. 
He suggested the use of spotlights 
on special tables and said they would 
pull customers to these displays and 
improve circulation of traffic in the 
store, thus increase sales. Spotlights 
also focus attention to the feature 
merchandise in widow displays. 

H. A. Dashner, manager of the 
association, told dealers they would 
have to refund all fees collected as a 
result of issuing game licenses in the 
state. A court ruling, he said, has 
declared this collection illegal. He 
also discussed defense housing, re- 
tailers’ excise tax, and other current 
regulations and laws at each session. 
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HE’S A CRANK 
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SUALLY genial—often easy going—there is 
one thing your lineman and electrician cus- 
tomers are cranks about: the tools they use. 

If you were daily faced with tough jobs where 
quality in equipment might spell the difference 
between life and death, you would understand 
this attitude of theirs. The general preference for 
Klein Pliers by men who know is good evidence 
of their high regard for Klein quality. 





Your copy of the DISTRIBUTED THROUGH JOBBERS 

Klein Pocket Tool : : . 

Guide will be sent Foreign Distributor: 

on request. International Standard Electric Corp., New York 
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PROFIT-MAKERS 
for the Year 


First to be Wrapped and Sealed in Cellophane 
Perfect Adhesiveness and Tensile Strength 

Strong Distinctive Green Core 

Colorful Attractive Boxes 

A Company in the Insulation Business Since 1878 


AA AA 


Sold Exclusively Through 
Distributing Wholesalers 


HAZARD INSULATED WIRE WORKS 


DIVISION OF THE OKONITE COMPANY 
Works: Wilkes-Barre, Pennsylvania 
Offices in Principal Cities 


PANTHER \!/ DRAGON 


FRICTION AND RUBBER TAPES 














ASK YOUR JOBBER 
FOR 


—— ANCHORS =" 


Nationally advertised 
monthly to over 500,000 
Carpenters, Electricians, 
Plumbers, 
tels, Hospitals, and other 
Institutions. -~— to help in- 
crease YOUR SALES. 





PAINE 


PULL-OUT-PROOF 


Factories, Ho- 


Don’t be satisfied 
to handle unknown 
lead expansion an- 
chors. Put PAINE 
Pull - Out - Proof 
Lead Anchors on 
your want tist 
NOW. When your 
Jobber calls specify 
PAINE and get the 
best—they cost no more. 


Fig. 900 TODAY. 


See Our Advertisement in 
Age Merchandise Directory, Page 528. 


THE PAINE CO. 


2963 CARROLL AVE. CHICAGO, ILLINOIS | 





Hardware 





Write for complete catalog of | 
PAINE Anchoring Devices 


New York Warehouse & Soles: 48 Warren St. | 


















and the 
FEDERAL EMERGENCY 
SPECIFICATIONS 


Recommended Emergency Specifi- 


cations, for Builders’ and Miscel- 
laneous Hardware, have been is- 
sued by the Bureau of Standards 
for the guidance of Government 
Agencies in their design work. 
Styles and finishes will be reduced 
to essentials only, to conserve 
scarce materials. Shelby is cooper- 
ating to the fullest possible extent. 
This will mean fewer items with the 
advantage to you of faster turn- 
over. 

The same dependable quality and 
service familiar to you for nearly 
45 years, will go into the making 
and selling of hardware for defense 
housing, cantonments, and other 
war time construction. 


SPECIFY SHELBY WHEN YOU WANT 
DEPENDABLE QUALITY 


THE [yolby_ 
CY’ SPRING HINGE CO 
SHELBY, OHIO 








virtual monopoly of 


New York Convention 





NEW YORK OFFICERS AND DIRECTORS—Letft to right, front: Frank E. Pelton, 
Herkimer, treasurer; H. H. Kiley, Syracuse, secretary; S. H. Atkinson, Brooklyn, 
president; Harold S. Close, Middletown, retiring president; Frank G. Howard, 


Binghamton, second vice-president. 


Rear: H. S. Carleton, Troy: Anthony Herr- 


mann, Glendale; J. R. Westerman, Walden; H. L. Canfield, Le Roy, advisory 

committee; George Waterhouse, Pittsfield: Frank J. Smith, Hamburg; Wm. E. 

Kidd, Canajoharie; C. R. Stewart, Fort Plain; R. C. Paddock, Wolcott, retiring 

director: Elmer A. Geist, Buffalo; J. R. Ewing, Olean; Ralph T. Wiles, Saranac 
Lake. 


DATE & PLACE—New York 
State Retail Hardware Association 
met on Feb. 3-6, at Seneca Hotel, 
Rochester, N. Y. 

NEW OFFICERS~—President,S. H. 
Atkinson, Brooklyn, succeeded Har- 
old S. Close, Middletown; first vice- 
president, Franklin I. Greene, Syra- 
cuse; second vice-president, Frank 
G. Howard, Binghamton; Frank E. 
Pelton, Herkimer, treasurer, and N. 
H. Kiley, Syracuse, is secretary. Di- 
rectors: J. Raymond Westerman, 
Walden; Frank J. Smith, Hamburg; 
C. R. Stewart, Fort Plain; Milford F. 
Snow, Hornell; George Waterhouse, 
Sr., Pittsford; Anthony Herrmann, 
Glendale; H. S. Carleton, Troy; 
J. R. Ewing, Olean; Ralph T. Wiles, 
Saranac Lake; Elmer A. Geist; Buf- 
falo; Milford W. Howe, Canton; 
John E. Peck, Canandaigua; Lyle 
Walter, Remsen; Tom Leavenworth, 
Amsterdam; William E. Kidd, Cana- 
joharie. , 
RESOLUTIONS — Approved | or 
suggested; elimination of non-essen- 
tial Federal expenditures; simplifi- 
cation of lines during war emer- 
gency; early closing hours for retail 
power; adjust- 
“to allow 
; division 


stores to conserve 
ment in steel price order 
for the hardware retailer” 
of state into districts, officers and 
directors to be elected on basis of 
district representation; unswerving 
support of U. S. government in the 
war program and in conservation of 
materials: and protection of 
consumers from protested unwar- 
ranted price increases. Protested; a 
practice in the northwest under 
which a farm cooperative secured a 
merchandise 
sales resulting from certain govern- 
ment loans; public school coopera- 
tive purchasing associations; move- 
ment toward complete federalization 


scarce 


of social security system; direct sales 
tax and to any other emergency 
forms of taxation difficult to elimi- 
nate after their need has passed; 
formation of cooperative buying or- 
ganizations for Civil Service em- 
ployees. Urged priority aid for tire 
retreading material for hardware 
store delivery trucks. Requested re- 
consideration of OPM Order M 9 C 
prohibiting manufacture of key 
blanks from brass, since most key 
cutting machines used by dealers 
will not cut steel, without new cut- 
ters. Requested steel products dis- 
tributors to “share equally with re- 
tail dealers their permissible margin 
of gross profits on all items of mate- 
rial covered in price administration 
order No. 49 until such time as a 
favorable modification to the retail 
dealers of the present order is effec- 
tive.” 

ADDRESSES—President Harold 
S. Close, Middletown, reviewed asso- 
ciation activities, and particularly 
urged those not in defense areas to 
do long range planning and get more 
sales on a cash basis. 

Paul R. Smith, Buffalo district 
manager, Priorities Field Service, 
said things we now consider neces- 
sities will later be luxuries. We need 
to build up stock piles to win the 
war and to allocate materials where 
they will do the most good. P-100, 
he pointed out, enables manufac- 
turers and business houses to replace 
operating supplies to carry on busi- 
ness, and are supplies consumed 
within a business rather than as part 
of items to be resold. 

Three members of the Associates 
gave short talks. John J. Gibbons, 
Worthington Ball Co., Elyria, Ohio, 
said hardware dealers’ merchandis- 
ing and buying habits will be 
changed and that we are entering 


HARDWARE AGE 
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BY AiR EXPRESS!” 








... IT’S FASTEST— AND 
COSTS SO LITTLE, TOO!” 


“Long” deliveries sim ply don’t exist when 
retailers and manufacturers use Arr Express. So why not use 
this fastest service yourself—regularly? Ask for shipment by Air 
Express when ordering ’most anything you want double-quick, 
double-sure. 

Arr Express not only gives wings to your shipments—it’s eco- 
nomical, too! No extra charge for special pick-up and special 
delivery within regular Railway Express vehicle limits in all 
cities and principal towns. Also International Arm Express to 
and from scores of foreign countries. Simply phone Railway 
Express and ask for Arr Express Division. 











ONOMY 
EXAMPLES OF AIR EXPRESS Cf Miles) 
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‘FASTEST WAY’ MEANS AIR EXPRESS 


R&S EXPRESS 





“TELL ’EM TO SEND IT) 2%. Some of the 


THEY HAVE THE 


reasons they 
BUY THEM 
IN SETS 
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QUALITY THAT MAKES 
THEM A GOOD INVESTMENT 
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Sell Sets 
MAKE 
MORE 
MONEY 


BECAUSE Russell Jennings quality is so well 
known, often the mere suggestion will sell a 
set instead of a single bit. Sets are available in 3- 
compartment, hard wood boxes or*in handy canvas 
rolls. Bit assortments range from one of 13 bits, 
sizes 4/16 to 16/16 inclusive, to one of 7 bits con- 
taining sizes 4, 6, 8, 10, 12, 14 and 16 sixteenths. 
These sets and the full Russell Jennings line are 
described in our new catalog, sent on request. 


Ask Your Jobber 
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Division of RAILWAY EXPRESS 
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THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 











® Because we have complete control 
of our raw material supply . . . from 
source to finished product. . . there 
will be no curtailment in the produc- 
tion of MILORGANITE FERTILIZER. 


Here is profitable, fast-selling mer 
chandise that is OBTAINABLE in any 
desired quantities . . . available for 
retail distribution in 25-, 50, and 100-lb. 
sift-proof bags. MILORGANITE is un- 
excelled as an all-around, safe fertil- 
izer either for home or professional 
use (by landscape architects, garden. 
ers, etc.), 
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Be prepared to supply your spring 
trade with this excellent lawn and 
garden fertilizer. Free counter dis- 
play. samples, and printed matter 
available for your use. Write: 


THE SEWERAGE COMMISSION 
Dept. H-219 Milwaukee, Wisconsin 


Packed in 25-, 
50- and 100-Ib. 
sift-proof bags. 


Mime) ce7-Ny Tae: 


ORGANIC- 
NITROGEN 


NATURAL FERTILIZER 








"S000, 000 
“ut der Rentals for Zf 


Conservatively estimated sander rentals 
in 1941 amounted to over five million 
dollars, with sales of sand paper and 
other allied materials accounting for 
sales of more than double that amount. 


That's BIG BUSINESS in any man's lan- 
guage! And highly profitable business, 
too, for those dealers who own and rent 
the CLARKE DREADNAUGHT 8 Sander— 
the high production, easy to handle sander 
that's built to stand the severe use of pub- 
lic service. It requires little or no atten- 
tion; is practically trouble-free; always 
gives complete 


satisfaction. DREADNAUGHT 


Get your share ’ 

of this highly at- nll ga 
tractive business. mate for the 
Write NOW for auaiity 9 sander. 
complete details Investigate! 


of the CLARKE 
Rental Plan and 
details of the 
greatest profit 
producing mo- 
chine on the 
market. 


CLARKE SANDING MACHINE CO. 
DEPT.HA242,MUSKEGON, MICH. 
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R | C HARD 


are defense tools that are 
used by every branch of the 
Army and Navy. That is why 
we are sometimes forced to hold 
up deliveries on your orders. 


We are, however, glad to have 
your orders with the under- 
standing that we will make 
shipments as promptly as Gov- 
ernment orders and available 
raw materials permit. 












MAKERS OF 
Richard Oilers — Plastering 
Tools — Putty Knives and 
Scrapers — Wire C & H 
Hooks — Carded Items — 
Three-In-One Garden Tool. 


THE ATLAS-ANSONIA CO. 


54-62 GRANT STREET NEW HAVEN, CONN. 
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Ne Bellevue 


IS THE GATHERING PLACE 


of those who do the important things in 
business, social and public life. It may 
be a business meeting, a small dinner, 
a great banquet, an exclusive party, or 
a number of each at the same hour— 
the Bellevue embraces them all in the 
tremendous capacity of its facilities— 
each with an intelligent service that 
leaves nothing to be desired. 


BELLEVUE- STRATFORD 


PHILADELPHIA 
CLAUDE H. BENNETT, General Manager 
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a fix-it-up period. There is a big 


market for sporting goods. Dealers 


were urged to clean their stocks of 
antiques and sell better merchan- 
dise. D. P. Linneberger, H. D. Hud- 
son Mfg. Co., told about ARP equip- 
ment and its use. “Be Prepared,” 
John Strom, West Bend Aluminum 
Co., urged. “Go after repair work. 
Know what’s going on and apply 
the golden rule.” 

A. E. Ledwith, OPA, read parts 
of Price Schedule No. 40, Builders’ 
Hardware and Price Schedule No. 
49, Resale of Iron and Steel Prod- 
ucts, together with their amend- 
ments. Questions of interpretation 
and rulings on schedules should be 
referred to the main office of O.P.A. 
in Washington, D. C. 

Thomas K. Ruff, Columbia, S. C.., 
president, N.R.H.A., urged doing 
today’s work today and said in the 
coming months many frills will be 


eliminated from merchandising. Our 
foremost aim is to help defense. It 
will be hard to convince people that 
things good enough for their parents 
are good enough for them. Select 
merchandise best suited to your lo- 
cality, he said. 

J. Frank Grimes, Chicago, presi- 
dent, Independent Grocers Alliance 
of America, said rigorous economy 
and the highest degree of efficiency 
yet attained must be practiced by 
dealers and wholesalers to survive 
today’s intense competition. 

S. H. Atkinson, Brooklyn, presi- 
dent elect, conducted question box 
sessions and summarized the con- 
vention proceedings at the final gen- 
eral meeting. While civilians will 
be inconvenienced by the war, some 
people will have to give their lives, 
he pointed out in his address as 
president-elect. 





South Dakota Convention 


NAME & PLACE —South Dakota 
Retail Hardware Association conven- 
tion and exhibit, Jan. 21-23, Sioux 
Falls, S. D. 

NEW OFFICERS—? resident 
Theodore Funk, Groton; vice-presi- 
dent, Erick Heidepriem. Custer; 
members of the executive board, 
Fritz Hodoval, Ft. Pierre, and Elmer 
Mesterick, Delmont; reelected to ex- 
ecutive board, Henry Desnoyer, Jr., 
Clark, and L. G Shortridge, Thunder 
Hawk. Advisory board, William 
Weidensee, Gettysburg, retiring pres- 
ident; O. R. Baily, Alexandria; P. O. 
Beaulieu, Winner. Earl Erlandson, 
Cottonwood, is manager-treasurer. 
RESOLUTIONS—Opposed feder- 
alization of social security, contend- 
ing it would be a further step toward 
centralized government. Approved 





EARL ERLANDSON 
Manager-Treasurer 


FEBRUARY 19, 1942 


enforcement of state laws governing 
peddlers and transient merchants 
and also approved conservation of 
wrapping materials. 

ADDRESSES—C. R. Isaacs, 
N.R.H.A., urged dealers to make 
plans now to protect themselves dur- 
ing the post-war era. 














R. D. Baker, Minneapolis, Minn., | 
manager Installment Credit Dept., | 
Minneapolis Federal Reserve Bank, | 


warned that “whatever goes up must 
come down” and explained new 
credit regulations and discussed the 
current rise in prices. 

“How to Put ‘Win’ in Windows” 
was the subject of A. W. Welch, Den- 
nison Mfg. Co., who described ways 
of decorating windows to make them 
business getters. 

William Weidensee, retiring presi- 
dent, in his address warned that there 
may be no convention next year. 
Lack of materials for the manufac- 
ture of hardware merchandise would 
be the reason, he said. 

Fred Chase, WPB, explained the 
priorities system and said there were 
bright prospects that South Dakota 
would secure war production con- 
tracts, although the state’s big con- 
tribution would be food. 

J. H. Bottum, Jr., state tax direc- 
tor and Republican candidate for 
governor, told of the state’s financial 








condition. He said the state would | 


lose big sales tax revenue because of 


tire and car rationing and the ex- | 


pected decline in the sale of building 
materials. South Dakota, he re- 
marked, was operating on a cash 
basis. 





| PROMPT SHIPMENT 
UNIFORM HIGH QUALITY 
10 LARGE posers, 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 
and Heavy Structurals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolte, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 








STEELGRIP—\the stronger belt lac 
ing is easily applied to any type of 
flat belting with a hammer. Clinches 
smoothly, will not slip or pull ont. 
Prevents frayed belt ends. 8 sizes in 
boxes, handy package er long lengths. 








WIREGRIP 
are easier to handle, easier to use. 
Patented blue aligning card prevents 
waste, makes every hook usable. Per- 
fect alignment on every hook. Fit 
WIREGRIP or any other standard 
lacers. 


the belt hooks that 


Write for catalog and circulars. 
ARMSTRONG-BRAY & CO. 
“The Belt Lacing People” 

5348 Northwest Highway, Chieage, U. 8. A. 
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THIS [SA SNAP. 


No. 240 
Open Eye 
Size of Eye: 1/2” 


... an Anchor Brand Snap 





Most retailers who pride themselves 
on the completeness of their stocks of 
harness and saddlery hardware stand- 
ardize on ANCHOR BRAND Snaps. 
Here’s why! 


There are no “gaps” in the ANCHOR 
BRAND line. It contains snaps of every 
size and type—making it possible for 
you to meet the varied demands of a big 
trade. What’s more, you can depend 
upon the quality of every ANCHOR 
BRAND Snap you sell. For North & 
Judd does all its own manufacturing— 
controls production standards every step 
of the way! 


More horses than ever will be used 
from now on. So be sure to carry a 


good stock of ANCHOR BRAND Harness 
Snaps. Order from your jobber. 


FO 


No. 125 
Round Eye 


Sizes of Eye: %”, 2”, Ye”, Ya", Ye", 1” 


VOTH & JUDD 


NEW BRITAIN, CONN 


MFG. CO 
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OKLAHOMA OFFICERS—Left to right, front row: L. C. Clark, Tulsa, past presi- 
dent: Chester E. Young, Fairview, past president and N.R.H.A. director; 


C. E. Weber, Tahlequah, retiring president; Matt Culp, Duncan, director. 
Rear row: C. S. Springer. McAlester, director; E. R. Bauman, Elgin, director; 
J. A. Wheatley, Yukon, director, and W. W. Hickman, Ponca City. president. 


Oklahoma Convention 


NAME & PLACE — Oklahoma 
Hardware & Implement Assn., con- 
vention and exhibit, Feb. 3-5, at 
Oklahoma City, Okla. 

NEW OFFICERS—President, W. 
W. Hickman, Ponca City, succeeding 
C. E. Weber, Tahlequah; first vice- 
president, C. A. Fahnestock, Okmul- 
gee; second vice-president, R. R. 
Smith, Wakita. Charles F. Nelson, 
| Oklahoma City, is secretary-trea- 
surer. Directors: C. S. Springer, Mc- 
Alester; Matt Culp, Duncan; J. 
Dewey Clemens, Ardmore; E. R. 
Bauman, Elgin; J. A. Wheatley, 
Yukon; George Pinkerton, Bartles- 
ville. 

RESOLUTIONS—Opposed _ fed- 
eralization of social security; con- 
demned discrimination against retail- 
er and the favoring of cooperatives in 
the loans granted to Northwest fruit 
growers; urged suspension for the 
duration of the war of aJl restrictions 
not essential to public health, safety 
and morale, of existing transporta- 
tion, raw materials, manufacturing 
capacity, and productive assets; 
pledged support of conservation of 


scarce materials and cooperation in 
protecting the consumer against un- 
warranted price increases; urged 
that excise taxes be imposed at re- 
tail levels with adequate pass-on 
provisions. 

ADDRESSES—‘Build up your 
service and repair department,” C. 
FE. Butler, president, Galloway Co.., 
Waterloo, Iowa, advised dealers. 
“You might have to live on your in- 
come from repairs for a year or even 
longer. Don’t over buy; don’t be 
afraid to mark up goods up to pres- 
ent costs; figure now your likely 
volume of sales, in light of shortages, 
and cut your expenses to fit; clean 
| out dead merchandise and apply that 





income on your obligations; get out 
of debt; have all contracts in writ- 
ing; tighten your credit sales, but 
gradually; put your money into 
needed improvements only; and most 
important, improve your good will 
in the community.” 

Rivers Peterson, managing direc- 
tor, N.R.H.A. said, “There are many 
lines—things you can buy during the 
emergency—which you can _ substi- 
tute for things you ordinarily sell. 
Shortages will come quicker and will 
be more severe than in the last war. 
It will be necessary to trim all ex- 
penses. Perhaps 80 per cent of de- 
liveries could be eliminated.” 

“The practical effect of the emer- 
gency price control act is to grant 
the power of complete control over 
our entire economy—not excluding 
control over agriculture and labor,” 
said E. J. O’Connor, executive vice- 
president, Associated Industries, 
Okla. 

W. S. Waddell, Youkon, in central 
Oklahoma, saw a marked hoarding 
tendency among customers. “For 
example, the demand for bale ties 
is greater now than it usually is dur- 
ing the baling season,” he said. 

Better business, good farm condi- 
tions, plenty of moisture, fine wheat 
prospects, were among the items re- 
ported by O. S. Taylor, Clinton, in 
the west-central portion of the state. 
“The war hasn’t affected too many 
of the articles we sell,” he said. “We 
have cut out delivery of packages but 
are still delivering stoves and other 
heavier items.” 

“Harness and leather sales are bet- 
ter than in years,” said Roy Hinkle, 
Depew, east central part of the 
states. “The farmer has more money 
to spend and that’s reflected in our 
business, of course.” 
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.), land, on sea and in the 


men are more efficient 


alr, 
because of Bernard Pliers and 
Plier Action Tools. 


THE WM. SCHOLLHORN CO. 


New Haven, Conn. 


juarr 
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“FOR GENERATIONS WE'VE 
USED MANY KINDS OF PRUNERS, 
HEDGE AND GRASS SHEARS. 
NONE WE'VE EVER WORKED 
WITH CAN MATCH THE 
SEYMOUR SMITH LINE” 





B. Cole, 
Cole Nursery Co., 


Mr. D. 
Painesville, Ohio, 
introduced . 
“Scarlet Beauty, 
hardy Fuchsia. 


Mr. Cole is just one of the many top flight garden 
experts who has come all the way out for Seymour 
Smith pruners, hedge and grass shears! Powerful 
advertising now running in all home and garden 
magazines features their “tried and true” endorse- 
ments of these popular tools. 


YOU'LL SELL MORE THAN EVER 


—because this parade of nationally known experts 
will be “selling” this famous line for you and help- 
ing you to an increased share of greater sales bound 


to result. 
BE READY WITH A 
SEYMOUR SMITH PHG 45 
MASTER DEAL AND DISPLAY 


It’s a “must” if you’re going to cash in on this 
powerful advertising in your community. 











THE PHG 45 MASTER 
DEAL AND DISPLAY 


A perfect self-selling com- 
bination. Provides initial # 
| | stock of fast-selling prun- (em 
| | ers, hedge and grass % 
shears in three price @ 
| ranges. FREE GOODS, 7 
| | on this $37.45* deal with |4 
| | sales value of $59.81*, 
give an EXTRA 10%. 
| Colorful floor stand 
| 
| 
| 


our SMITH 
Se DEN TOOLS 


DISPLAY dramatically 
merchandises the DEAL. 
Everything in one carton, 
together with large 4 
color window display, 
counter cards, streamers 
and circulars. 














SEND FOR CATALOG 


ORDER DIRECT OR FROM YOUR JOBBER NOW 
*Price 10% higher west of Rocky Mountains 


Seymour Smit & SOn Inc 


World's oldest, largest maker of pruning tools 
OAKVILLE, CONN. 


SALES REPRESENTATIVES 
JOHN H. GRAHAM & CO., INC., 105 Duane @t., New York, N. Y. 
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New and Improved Merchandise—Display Helps—Sales Literature— 


True Temper Speed Shad 


In design and action, a living, swim- 
ming, darting shad minnow. It goes 
down deep. Has fast, snappy, swimming 





action. It will not roll in strong cur- 
rents but runs upright exactly like a 
natural minnow, maker states. The 
stump and rock jumper—patent applied 
for—prevents hanging up on under- 
water obstacles. Body length, 2% in.— 
weight, 5 oz.—$1.10 each. The Ameri- 
can Fork & Hoe Co., Cleveland, Ohio, 
Sporting Goods Division, Geneva, Ohio. 


Screen Painter 

“Jiffy” screen painter and duster. 
Fitted into an all-steel handle is a spe- 
cial painting surface measuring 3 by 





5 in. “Jiffy” eliminates clogging the 
mesh, and, in between paintings, does 
a thorough job of cleaning and dusting. 
Retails for 15 cents. A. B. Carlson & 
Co. Aurora, Il. 


Steel Axe Wedge 


The Standard Belt Fastener Co., 
Unionville, Conn., has added to its line 
of “Sta-Fast” steel wedges an axe wedge 
with a hole through the upper edge de- 
signed to facilitate the removal of the 
wedge if the axe handle breaks. To 
remove the wedge a round punch is 
driven through the hole and the wedge 














<< i 

pulled loose. The axe edge is beveled 
on the entering edge for quick starting. 
The “Sta-Fast” line of steel wedges are 
made in seven sizes to cover all require- 
ments from small hammer to axe. The 
wedges are made of pressed steel and 
are uniform in size. The holding edges 
are sharp thus imbedding the wedge into 
the wood and spreading the handle the 
right distance to give a greater holding 
power. They hold like a screw and will 
not work loose, maker states. Wedges 
are packed in gross quantities and also 
in smaller quantities in boxes or on 
display cards. 


“Min-A-Max’”’ Nozzle 


Fits on practically all motor oil cans. 
Has handy spout and automatic breath- 
er tube which is protected, down in the 
can. Cap seals nozzle. Min-A-Max Co., 
3024 Minnehaha Ave., Minneapolis, 
Minn. 


Pocket Caliper Rule 


A new handy pocket size caliper rule 
for measuring rods, tubing, squares, 
cable, rope, bolts, pipe, etc. No. 136% 





Rule can be used for accurate inside 
and outside measurements. Caliper ca- 
pacity permits measuring hole diameters 
from 7/32 in. to 5 in., and widths or 
lengths up to 5 in. Diameters of rounds 
up to 3 in. can be measured with this 
new rule. Rule is of boxwood, with 
brass caliper slide graduated by 16ths 
and 32nds its full length of 5 in. Back 
of rule has vertical graduations in 16ths 
for easy measuring—up or down, right 
or left on straight surfaces. Rule is 
5% in. long, 1-1/16th in. wide. Stanley 
Tools, New Britain, Conn. 


“War Eagle” Rope 


A pure sisal fibre rope, as an alter- 
nate for Manila rope, is offered by the 
American Mfg. Co., Noble and West Sts., 
Brooklyn, N. Y. Company states this 
rope is of the finest quality and its 
strength is 80 per cent of that of first 
grade Manila rope. It is lubricated 
with same No. 1 cordage solution used 
in “American Superior” brand, to make 
it water-proof and resistant to rot, mil- 
dew, and drying out. This new rope 
may be sold without restriction. 
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Odorless Paint 


A newly improved peint, designed 
for use where paint odors are offensive 
to customers, workers, guests or pa- 





tients, has been announced by Ameri- 
can-Marietta Co., 43 E. Ohio St., Chi- 
cago. Not perfumed but de-odorized 
before being canned, it makes possible 
painting in winter or summer without 
discomfort. Windows may be kept 
closed while the paint is being applied. 
The product sets in three hours, and is 
completely dry in 12 to 15 hours, maker 
states. Designated Valdura No-Odor 
paint, it may be used on plaster, wall 
board, wood, cement, brick or metal, 
and is available in flat, egg-shell and 
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gloss finishes. Coverage is 700 sq. ft. to 
the gallon, with hiding power that 
makes possible one-coat jobe in many 
applications, it is claimed. It may be 
applied with a spray gun when cut 
with one pint of the proper thinner to 
one gallon of paint. Flat and egg-shell 
finishes may be stippled. All finishes 
are washable, and colors are designed 
not to fade or dull with repeated wash- 
ings. Colors available are white, 
cream, ivory, buff, gray, blue and green. 

















Lubrication Chart 


Galena Oil Corp., Cincinnati, Ohio, 
offers a 24 by 36 in. “Super Galena” 
lubrication wall chart which gives com- 
plete recommendations from the engi- 
neering departments of manufacturers 
for all 1932-42 passenger cars and 90 
per cent of the trucks and tractors on 
the road. The chart is printed bril- 
liantly in three colors, tinned top and 
bottom, and hangs flat against the wall. 








Baseball-Softball 
Assortment 


The Draper-Maynard Co., 400 York 
St., Cincinnati, Ohio, is offering a sec- 
ondary assortment of baseball and soft- 
ball equipment in its 1942 line. This 
No. DAS42 special assortment contains 


a range of values and is packed and 
stocked in a standard container. It in- 
cludes also an assortment of advertis- 
ing material—glove stands, ball collars, 
and window or counter signs. Display 
stand is not supplied with this assort- 
ment. Dealers’ cost of assortment is 
$26.23; retail value, $42.95. 
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In Vaughan's Fa- 
mous Hammer Line 
is this Super-Vana- 
dium Nail Hammer 
with better bal- 
ance, less shock, 
finest quality. 





Vaughan's Punch and 
Chisel Assortment 


Vaughan’s perfect- 
ly balanced hatch- 
ets cushion the 
shock. Keen edge 
with crescent bevel 
of special steel. 


Ns 


from extra refined 
beveled square al- 
loy steel tempered 
and tested. 


Vaughan's popular 
Sub-Zero Axes made 
of tough but thin 
all-tool steel, elec- 
trically fused and 








double heat treat- 
ed. 


ll 
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Vaughan's Star Vaughan's Cold 
Drills and Wreck- Chisels made of 
ing Bars are in- alloy steel are 
dividually tem- the finest qual- 
pered and tested ity—yet cost no 
for hardest work more. 

and longer life. 


MAKERS OF FINE TOOLS 
SINCE 1869 


Once your customers have used 
Vaughan Tools they will recog- 
nize this Better Quality and 
Workmanship. Write for com- 
plete catalogue. 





VAUGHAN & 


BUSHNELL 


MANUFACTURING CO. 
2114 Corroll Avenue, Chicago, Iilinois 


90 













WihihT S NEW 








Interior and Exterior 


Blackout Paints 


Tamms Silica Co., 228 N. LaSalle 
St., Chicago, IIl., has issued a circular 
describing its “Blackout Twins”—in- 
terior and exterior blackout, cold water 
paints. Five pounds when mixed with 
water is said to cover about 250 sq. ft. 
of glass surface. Only one coat needed. 
Interior paint is 14 cents per pound 
and exterior paint, 16 cents per pound. 


Floor Coverings 


With the addition of 77 new patterns 
to its lines of “Nairn” linoleum and 
“Gold Seal Congoleum,” Congoleum- 
Nairn, Inc., Kearny, N. J., announced 
the complete coordination of its lines of 
smooth surface floor coverings in accord- 
ance with the company’s color correla- 
tion program. The 1942 line consists of 
12 new “Gold Seal Congoleum” deluxe 
rugs; six new “Gold Seal Congoleum 
Superware” rugs and six “Crescent Seal” 
rugs. In the by-the-yard print enamel 
floor coverings there are eight new “Gold 
Seal Congoleum” deluxe patterns; 10 
new “Gold Seal Congoleum” Superwear 
patterns; six new “Crescent Seal” and 


one new “Crescent Seal” hall runner. 
In “Nairn” linoleum there are four new 
standard gage “Karneans”; five stand- 
ard gage “Veltones”; five one-eighth 
inch “Veltones”; four “Treadlite” de- 
luxe “Karneans”; two “Treadlite” deluxe 
“Veltones”; four “Treadlite” service 
“Karneans”; two “Treadlite” service 
“Veltones” and seven new plans. 


Plant Food Tablets 


“Vigoro”—put up in new tablet form 
for house plants, window boxes, etc. 
Put up in a minimum stock of one case, 
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60 cartons. Dealer’s cost, $3.30; retail 
value, $6.00. Swift & Co. Fertilizer 
Works, Union Stock Yards, Chicago III. 








Window Trim Material 


Consists of the center piece (28 by 
10 in.) lithographed in full color: a 
12 by 36 in. streamer and nine 12 by 12 
in. spot posters in red, white and blue. 
Offered to dealers and wholesalers, im- 
printed with their own copy, collated in 
envelope with window diagram for deal- 
er guidance. Price to’ wholesalers is 60 


cents in 100 lots, additional sets 25 cents 
each. Dealers receive two complete 11- 
piece window trims, one as illustrated, 
with, items and blank spaces for price, 
and the other with blank spaces for 
their own copy and prices; sent post- 
paid on receipt of a dollar bill or check. 
Dealer should mention wholesaler’s name 
when ordering. Lithocrafters, 109 Erie 
St., Camden, N. J. 
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Chain “Keg-ette” 


The “Keg-ette” provides a merchan- 
dising package for the sale of Cleve- 
land chain. They are supplied in four 





sizes, each holding 100 feet of either 
3.16 in., % in., 5/16 in., or 34 in. “Proof 
Coil” or “BBB” coil chain. Chain is 
supplied either bright galvanized or 
natural finish. The Cleveland Chain & 
Mfg. Co., Cleveland, Ohio. 


Paints for Defense 


The Vita-Var Corp., Newark, N. J., 
has announced the development of sev- 
eral paints for defense of interest to 
plants, municipalities, and other gov- 
ernmental agencies. A blackout paint is 
recommended for use on windows, sky 
lights, glass doors, or other surfaces 
desirable to blackout. This paint forms 
an elastic film that is said not to wash 
off in the rain and need not be reriewed 
though it can easily be removed. 
Camouflage paints are available in the 
nine standard colors adopted for that 
purpose by Army engineers. Luminous 
paint is of high intensity and fluorescent 
and phosphorescent. It can be used 
with blackout installations or as mark- 
ers. Vita-Var traffic paints are dur- 
able, waterproof, and quick-drying, 
maker states, and have excellent hiding 
power. Easily applied by brush or ma- 
chine. 


“Skotch” Bracket 
and Flower Pot 


For garden cheerfulness in kitchen 
or on porch. Lacquered basket weave 
plywood back 3% in. by 3% in., 2% 
in. colored flower pot. Packed two 
dozen to carton, four assorted colors, 
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weight 8% lbs. A 10-cent seller. Su- 
perior Fastener Corp., 5224 N. Clark 
St., Chicago, Il. 


Double Edge Blade 


The American Safety Razor Corp., 
315 Jay St., Brooklyn, N. Y., an- 
nounced a new double edge blade to 
fit standard double edge razors, under 
the name “Star.” These blades are 
being introduced with an introductory 
offer which includes three free test 
blades attached to the regular 12 for 25 
cents pack, a total of 15 blades for 
25 cents. Each counter display carton 
contains six “Introductory Specials” 
and costs the retailer $1.05. Intro- 
ductory offer on the regular four for 
10 cents package includes one free test 


3 resT BLADES 


blade in each pack, a total of five in 
all. Displayed on attractive cards hold- 
ing 20 packs, price to the retailer, $1.25 
each. 


Porcelain Enameled 
Roofing and Siding 


Porcelok Co., a subsidiary of David- 
son Enamel Co., Clyde, Ohio, is manu- 
facturing corrugated porcelain enameled 
roofing and siding. Due to the short- 
age of zinc, a very critical defense ma- 
terial, the ordinary galvanized corru- 
gated sheet is being eliminated wherever 
possible in construction programs. A 
feature of the “Porcelok” sheet is the 
special “interlock” to permit complete 
protection for all bolt heads or other 
fasteners. Due to a special method of 
crimping the “Porcelok” sheet, the 
sheets lap in such a way that each cov- 
ers the fastenings of the preceding 
sheet. “Porcelok” sheets are available 
in lengths up to 12 ft. Full sheets 
are 25%4 in. wide and expose 24 in. to 
the weather. Half sheets, approximately 
12 in. wide, are available for starting 
alternate courses. All sheets are cut, 
beveled, punched and* otherwise pre- 
fabricated to erection drawings before 
enameling, thus eliminatwrg the job of 
field drilling and. ‘cutting. 
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THERE IS NO BETTER 
TURPENTINE THAN 


NEWPORT 














NEWPORT 


STEAM DISTILLED 
WOOD TURPENTINE 


@ Proof of the turpentine is in 
the using. Painting contractors 
use Newport on their own homes. 
Paint manufacturers who first 
test all their ingredients use it. 
Millions of home owners use it. 


The familiar distillery-sealed 
green, black and white packages 
are looked for with confidence in 
America's better stores. New- 
port's crystal-clear, water-white 
turpentine comes 
in 7g, 4, 1 gal., 
5 gal. and 55 
gal.- containers. 
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They trade where they get fair treat- 
ment. Where the salesman knows what 


he’s selling. 





That is why Whitney hampers now carry 


the exclusive Whitney “Informative 
Label” guarantee tag! It’s there for your | 
salesmen’s reference . or for your 


customers’ 





Here's one item priorities won't affect. 
Get Whitney profits today. 


Wh itney HAMPERS 


PRICED TO SELL FROM $2.95 
See your jobber or write direct to 


*. A. WHITMEY CARRIAGE CO. 
LEOMINSTER, MASSACHUSETTS 
SAM PRANCISCO + 666 LAKE SHORE SRIVE, CHICAGO 
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WHATS NEW 








A Shower Door 
From New Plastic 


Said to have strength of steel and 
working qualities of aluminum, a new 
and patented process has produced an 








extruded plastic. At present its use is 
being confined to shower doors and en- 
closures. These are being manufac- 
tured by the American Shower Door 
Co., Los Angeles, Calif., under the 
trade name of “American Maid.” All 
glass is pressure-set in non-deteriorat- 
ing rubber to give protection against 
breakage and to insure a tight fit. Door 
can be made to roll away or to open 
in or out. Special anti-drip deflects 
water into trough and prevents door 
from leaking when open. The doors 
are supported their entire length with 
piano hinges, to provide a sturdy non- 
sagging door which will not warp. A 
catalog showing styles is available. 
Doors can be made to any size and 
the cost is extremely low, it is claimed. 


New Canoe Bracket 
For Evinrude Motors 


This new bracket pictured here at- 
taches without a single screw or other 
fastening entering any part of the hull. 
The adjustable bar straddles from gun- 
wale to gunwale, is rigidly fastened by 
two wing nuts and bolts through the 
gunwale openings. The motor then 
fastens to the bracket just as it would 
to the stern of a conventional boat. 
This model fastens to the right instead 





of the left side of the canoe, providing 
greater stability and the need for less 
reaching by the operator when making 
sharp turns, maker states. The bracket 
fits the popular 2 H.P. “Sportsman” and 
3.3 H. P. “Sportwin” models. It sells 
for $8.50. Evinrude Motors, Milwaukee, 
Wis. 


Gillette Blade Deal 


The Gillette Safety Razor Co., Boston, 
Mass., offers thin Gillette blades 4's, 
8’s and 12’s attractively combined in 
one deal on a substantial eye-catching 
merchandising card. The new display 
card contains 20 packets of 4’s, six 
packets of 8’s and six packets of 12’s 
(200 blades). The deal, known as the 





No. 344 Deal, includes a postcard which 
entitles dealers to one pack of thin 
Gillette blades 12’s free for displaying 
the card. 


Blackout Paint 


A blackout paint that is claimed to 
meet requirements for ease of applica- 
tion, obscuring of light and reflections 
simplicity of removal and economy has 
been announced by The Midland Paint 
and Varnish Co., 9110 Reno Ave., 
Cleveland, Ohio. This new formula 
known as Midland P-40 Blackout Paint 
has been made for outside application. 
The inside painting of glass is not 
recommended since light reflections and 
halations would still be visible even 
for long distances. Dries from 30 to 
40 minutes to a self-leveling, dull, flat 
surface that inhibits reflections or hala- 
tions, maker states. It can be brushed 
on or thinned with proper solvent to 
spraying consistency. Average area 
covered 550 sq. ft. to the gallon. One 
of the advantages of the P-40 formula 
is that it may be easily removed from 
glass windows simply by wiping off 
with inexpensive solvent. No special 
chemicals or expensive scraping re- 
quired. 
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How’s the Hardware Business ? 


(Continued from page 52) 


Manufacturers will generally allot pres- 
ent very scant supplies to their old cus- 
tomers, based on last year’s purchases. 
The percentage will be very small. Al- 
location of materials for the manufac- 
ture of roller skates has been cut to 
a point where there are few roller 
skates now being manufactured. Three 
large manufacturers of roller skates 
have discontinued making them alto- 
gether. Some manufacturers are al- 
ready quoting prices 10 to 15 per cent 
higher than their opening 1941 prices. 
Effective Feb. 10, S. Dresner & Sons 
announced a price increase of 5 per cent 
on their line of luggage. Ski makers 
are soliciting orders for early fall de- 
livery at prices the same as in effect 
prior to Jan. 1. These prices are 10 per 
cent higher than opening 1941 prices, 
and in addition the 10 per cent excise 
tax applies. Jobbers are rushing to buy 
steel toys now, as are chain and de- 
partment stores. On wheeled toys, 
wagons, etc., some wholesalers have a 
promise of getting one-fourth of last 
year’s total sales, if taken during the 
first quarter of 1942. A Jan. 31 mark- 
up affects lead shot, with the increase 
at 3 cents per 5-lb. sack, and 16 cents 
per 25-Ib. sack. Steel air-rifle shot is 
scarce now, and lead shot is having to 
fill its place. In the “Victory” the 
weight of the frame has been reduced. 
Accessories that are not essential have 
been eliminated. 


Limiting quantities — Still 
quite ready to buy largely, the public is 


finding that some stores now frequently 
limit the amounts they will sell. In 
the hardware field, even the largest 
wholesalers are sharply rationing lines 
which are becoming scarce. They have 
seen that some customers would over- 
buy, if permitted, and run out stocks 
in a jiffy which should satisfy a nor- 
mal trade for many weeks or months. 


* * * 


1941 sets records — Retail 
sales last year of $53,600,000,000 were 
the highest in history, the Department 
of Commerce reported. Sales were 17 
per cent higher than 1940, 11 per cent 
above 1929, and more than twice the 
volume of 1933, which marked the de- 
pression low in retail trade. Nearly half 
of the increase represented higher 
prices, but in spite of this, the physical 
volume of goods was substantially above 
any earlier year. Per capita sales were 
also a record at $403. The previous 
high in 1929 was $399. Every major 
kind of business showed a substantial 
increase from 1940 to 1941. Dollar 
sales of building materials and hard- 
ware dealers and furniture and house 
furnishing stores expanded nearly one- 
fourth. Inventories of independent re- 
tailers were 17 per cent greater at the 
end than at the beginning of 1941, ac- 
cording to data released by the Census 
Bureau, based on returns from 9000 
retail merchants. Sales of wholesalers 
gained 31 per cent in 1941 over 1940, 
also according to the Census Bureau. 
This increase contrasts with the 7 per 
cent gain reported for 1940 over 1939. 





OPA Amends Price 
Order No. 49 


(Continued from page 50) 


der Price Schedule No. 6: Provided, 


etc., etc.” 

Under section (m) a new sub- 
section (3) has been added reading 
as follows— 

“Whenever the Office of Price Ad- 
ministration published prices for 
any city or free delivery area, they 
shall on publication become the of- 
ficial published listed prices for 
such city or free delivery area, and 
shall supersede references other- 
wise made in this schedule for the 
determination of sellers’ maximum 
prices for such products, either in 
Appendix B for listed cities, er for 
unlisted cities. Transportation and 
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delivery charges and all extras, 
deductions and other terms of sale 
to continue in effect as established 
by the schedule, unless specifically 
stated otherwise in such official pub- 
lished price sheet.” 

The list of products in Appendix 
C has been re-arranged. 


Relief Granted Under 
Hardship Clause 
Relief from the provisions of 
Price Schedule No. 49 has been 
granted to five distributors and, on 
request, the OPA will advise you 
what exceptions were allowed. If 
you have filed an application for 








This Colorful All-Metal 
DISPLAY gg 


FREE! © ui" 


a. eg (VITAFANE), the poral 
Material, sells fast! Repeat 
ann roll im for ro Profits To You 
with this ‘ 


“aye” ““buy’’ compel- 
ling all-metal ‘cutie. Adjustable for 
installing in any position on counter, 
wall or shelf. Convenient eutting- 

te—speeds up 


edge guide reduces was’ 
sales! 





Champion of Modern Glass Substitutes 
DURABLE-FLEXIBLE—REALLY TRANSPARENT 


Admits Over 60% Ultra Violet 
Rays. Weatherproof — Sha:ter- 
proof! Comes in 50 ft. and 150 
ft. rolls, 36 inches wide, packed 
individual carton. 


R-V-LITE 5 STAR 





E te install! 
SALES HELPS Rasy ( install! 
Used in Place of Glass Every-  #/a88-cutting. 
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New Merchandising and 


Sales Helps 
@ National Magazine and pe Rr 
Radie Advertising “D’’ vital to 


WRITE TODAY for money- chick growth 
making Service Beokes Deal and health. 
and FREE SAMPL) 











aT YOUR LOCAL JOBBER 
OR DIRECT TO: 


*ARVEY CORPORATION 











best ... 
BETTER BRAND 


MOUSE AND RAT TRAPS 





McGill Metal Products Co. 
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* Available 
* Saleable 
* Profitable 

* Trouble-free 


PRIME 


heal he Eg 


. 






bs heal 


Available — giving you something to 
sell in these days of merchandise short- 
ages. (Electric fence has been given a 
substantial production quota under the 
defense program.) 


* Saleable — because it means big sav- 

ings of time and work to busy, short- 
handed farmers—because it’s safe (hi- 
line units approved by Underwriters’ 
Laboratories) — because Prime is the 
best-known make, prominently adver- 
tised in farm papers, backed by a nine- 
year success record, 


* Profitable — because it is easy to sell 
and because Prime’s price set-up gives 
the dealer an ample margin. 


* Trouble-free — relieving you of serv- 
ice worries and return problems—be- 

cause Prime is engineered to do a real 
job for your customers. 









e 
Hi-line or battery models. 
See your jobber now. Prime 


sells only through jobbers. 


The Prime Mfg. Co. 
Milwaukee ° Wisconsin 


© 1942—Prime Mfg. Co. 









Elmer the Bulhorg says: 
“I'm strong as a bull, big as a horse, 
and slippery as a hog. There's only 
one fence | respect — the Prime, 
because it holds all livestock, all the 
time, all over the farm. And that's 
what I'm telling the farmers in the 
leading farm papers.” 
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relief, it is suggested that you again 
write the Iron and Steel Branch of 
the Office of Price Administration, 
asking what action has been taken. 
If you have not entered an applica- 
tion for relief and wish to do so, it 
is suggested that, in filing it with 
OPA, you refer to the exceptions 
which have been granted. 


Price Schedule No. 40 has been 
changed so that on and after Febru- 
ary 3, the two-week period, Oc- 
tober 1 to October 15, 1941, is sub- 
stituted in all instances where the 
30-day period, September 22, 1941, 
to October 21, 1942, was used in 
the original release effective No- 
vember 19. 


Disston Devises Industrial Conservation Plan 


(Continued from page 69) 


given to the worker by the foreman 
whe can demonstrate their simplic- 
ity and practicability and instruct 
the worker to keep them handy for 
reference if he has trouble, starts a 
new job, or wants to check up on a 
regular operation. 

Disston supplies these Conserva- 
tion Control Cards in quantities re- 
quired, without cost, and, to pro- 
mote the idea of service through 
conservation, is prepared to supply, 
also without cost, other material for 
use in the plant or by employees 
such as posters for bulletin boards, 
stickers, and lapel buttons. These 
bear the seal reading, “Conservation 
Serves Everyone.” 

A binder containing all the cards, 
numbered and assembled, will be 
supplied to each salesman who will 
help in bringing the Disston Con- 
servation Control Plan to the atten- 
tion of his customers. These binders 


will contain data of a promotional 
nature on the plan; will tell about 
the cards and their distribution and 
the importance to the war effort of 
using the cards; how the plan can 
be made of particular value to indi- 
vidual plants and specific execu- 
tives, and other pertinent informa- 
tion. 

Popularizing “Conservation Serves 
Everyone” is a step that should be 
aggressively followed. The obliga- 
tion of every user of metal is to 
conserve every pound of scrap and 
to segregate different kinds of scrap. 
The war of production requires mak- 
ing as little scrap as possible. Uses 
of metal are being restricted almost 
daily. Intelligent conservation will 
postpone the day of compulsory sav- 
ings by restricted use. A pound of 
scrap metal saved is more valuable 
than a pound of virgin metal pro- 
duced in ore. 


Our Trade Has Been Called to the Colors 


(Continued from page 70) 


launched a far reaching program 
of standardization and simplifica- 
tion. It is most important for us 
to keep closely advised on this 
development and to plan and buy 
accordingly. We will all agree 
that there is much needless dupli- 
cation of sizes, finishes, kinds and 
shapes in many of our items. 

In many instances, entirely new 
lines of merchandise can advan- 
tageously be added to our stocks 
to “take up the slack” created 
when lines previously carried be- 
come difficult to obtain. In most 
of our towns we are sure to find 
splendid opportunities for some 
lines that have been neglected by 
ourselves and by all of the other 
stores in our community. 

While many of our members 
are located in communities where 
army camps or war industries have 
brought booming business, the 
majority of us are in towns where 


the migration of selectees and de- 
fense workers has beeif away from 
rather than toward us. Our “sal- 
vation” has been in the substantial 
rise of the purchasing power of 
the farmer. 

In our war against a system of 
tyranny dwarfing the causes of 
past struggles, we will attain ul- 
timate triumph much more read- 
ily if we will all cheerfully make 
the sacrifices that are necessary in 
and out of our businesses. 

Looking forward into war-time 
1942 should cause us no alarm. 
We can expect many readjustments 
and some personal and business 
sacrifices, but successful results 
will depend as always on how dili- 
gently and intelligently we apply 
ourselves to our jobs. While thus 
applying ourselves, let’s always 
find time to reflect on our bless- 
ings as Americans, and to count 
those blessings one by one. 
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Slip a Milford hacksaw blade into a frame 
and you have the handiest metal-cutting 
tool ever devised. Milford's Easy-Starting 
Teeth save time, save work, save money. 
Once your customer has used a Milford he'll 
never go back to an old-fashioned blade. 
Only Milford blades have Easy-Starting 
Teeth. Made in all types. 


HACKSAW 
BLADES 


NEW HAVEN, CONN. 


MILFORD 


THE HENRY G. THOMPSON & SON CO. 





Customers 


Want 
CARRY -LITE 
DECOYS 
































PATENTED 
U. S. and CANADA 


Right now, they want Carry- 
Lite hollow-molded CROW and 
OWL DECOYS for year-round 
shooting and immediate sport. 
Shooting crows is a fascinating 
sport...and helps to keep the 
shooting eye ‘on the beam”! 


And next fall, water-fowl sports- 
men will again be clamoring for 
CARRY-LITE hollow-molded DUCK 
and CANADIAN GOOSE DECOYS 
. . . the decoy sensations of the 
past two seasons. 


The 1942 line of CARRY-LITE DE- 
COYS is better than ever... 
improved wherever improvement 
was possible. Plan NOW, to siock 
and push the CARRY-LITE Line 
... for profitable, quick turn-over 
sales. Play safe — place ordersnow 
with your sporting goods jobber. 


JOBBERS: Include the 1942 
Carry-Lite in your current cat- 
alog. Full-color insert or in-@ 
dividual cuts available. Write 


MOLDED CARRY-LITE DECOYS 


3000 West Clarke Street ° MILWAUKEE, WISCONSIN 
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Striking Faces in 
WARREN TOOLS Are 
Safer—Last Longer 





Here’s a complete line of heavy hand tools 
upon which you can depend. Put them in 
the hands of your toughest customers whose 
service gyequirements demand high quality 
tools, and Quikwerk will perform satisfac- 
torily. This worth-while performance of 
Warren Quikwerk Tools results from se- 
lected steel, forged, heat treated, and ma- ' 
chined under Warren’s strict mechanical 
and laboratory control. Buy Warren Quik- 
werk Tools from your jobber. These tools 
will build good will for your company. 


WARREN TOOL CORP. 


ee os oe 

















Embury Mfg. Co.,Warsaw, N.Y. 





Here is the lantern that ties-in with 
new demand. Thousands of families 
are buying lanterns for emergency 
jong sete Pilot's —- functional 

i a to . Smart aero- 
features add to looks and performance. 


TWO SIZES «+ ONE QUALITY 














The Quality Filler Cans 
of America! 


~ y. 


—_ 
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WITH THE 


“HANDY-GRIP” 


No Pounding—No Forcing 
No more trouble with sticking threads 


See the Filler that is designed 
specifically for fuel oil burning 
heaters. It fills without spills. No 
funnel necessary. Flexible Spout 
attachment (optional equipment) 
for greater pouring ease. Extra 
large filler opening conveniently 
located for easy filling. Finest 
quality material used throughout. 


Triple-Lock Body Seams 
Ask your Jobber Today 


EAGLE MANUFACTURING CO. 
Department 922, Wellsburg, West Virginie 














By L. W. MOFFETT 


Washington Representative 
of Hardware Age 
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REGULATIONS AND IN- 
STRUCTIONS for the protection of 
patrons and employees of department 
stores and larger specialty stores, in the 
event of an emergency, have been an- 
nounced by the Office of Civilian De- 
fense. The regulations fix the respon- 
sibility of store owners for the protec- 
tion of patrons and personnel during 
a blackout, during an air raid, in the 
event of a direct hit and for the evac- 
uation of the building. 


x ** 
THE DUTIES of building war- 


dens, floor wardens, fire watchers, and 
those in charge of heating, plumbing, 
gas and ventilating systems, elevators 
and escalators, messengers and first aid 
service, and methods of communica- 
tion, are described. The regulations 
will be published in pamphlet form for 
distribution throughout the United 
States. 
xk 


THE RETAIL COMMITTEE 
FOR CIVILIAN DEFENSE ocon- 
ferred with OCD in promulgating the 
regulations. The membership of the 
Committee is as follows: George Plant, 
National Retail Dry Goods Association, 
New York; John Cogan, R. H. Macy & 
Co., New York; Harold R. Young, Na- 
tional Retail Dry Goods Association, 
Washington; J. McFee, Hutzler 
Brothers, Baltimore, and George P. 
Gable, William S. Gable Co., Altoona, 
Pa. 


x*rk 


THE INSIDE STORY on Suppliers 
Order M-67 of Jan. 3 permitting main- 
tenance of inventories on plumbing, 
heating and electrical equipment was 
slow to sift out of WPB. The order was 
















a compromise between those who fa- 
vored a slightly complicated but never 
issued Order P-99 designed to aid 
wholesalers in general, and those who 
were against any order at all. Also 
there was a two-section jurisdictional 
fight as to who should administer the 
order with the Repair and Maintenance 
Section of WPB winning out. 


xk 


THE ORDER M-67 declares that 
it is in the interest of national defense 
to require that plumbing, heating and 
electrical supplies be made available 
for the maintenance repair of farms, 
homes, retail stores and commercial 
concerns. 

But, a “Suppliers Maximum Permis- 
sible Inventory” was established to 
“insure availability of such supplies” 
and “prevent undue accumulations of 
inventories in the hands of suppliers.” 


x «ek 


FOR EASTERN OR CENTRAL 
STANDARD TIME BELLS, the 
maximum permissible inventory for a 
supplier located within these zones is the 
total dollar value at cost equal to two- 
twelfths of the total dollar value at 
cost of his sales of such supplies dur- 
ing the calendar year of 1941. 

In the case of a supplier located any- 
where else it is an inventory owned or 
consigned to him of plumbing heating 
supplies of a total dollar value at cost 
equal to three-twelfths of the total dol- 
lar value at cost of his sales during 
1941. Both producers and suppliers 
are forbidden to accept sales or orders 
which would raise inventories above 
the levels established. 


xx«wrk 


SPOKESMEN FOR WPB who 
think the M-67 order inadequate to 
cope with the wholesalers’ situation 
say that eventually the original but now 
torpedoed P-99 order will Have to be 


revived. 


HARDWARE AGE 























who fa- 
it never 
to aid 
se who 
l. Also 
lictional 
ster the 
tenance 


res that 
defense 
ing and 
vailable 

farms, 
mercial 


Permis- 
hed to 
ipplies” 
ions of 
pliers,” 


TRAL 
S, the 
+ for a 
s is the 
to two- 
ilue at 
es dur- 


ed any- 
med or 
heating 
at cost 
tal dol- 
during 
ppliers 
orders 
above 


3 who 
ate to 
tuation 
ut now 
to be 


AGE 











The QUALITY of 


Glue is determined by 


TEST. .Not by PRICE 


Give ROGERS GLUE a trial—iT'S THE BEST BY TEST. 
Safeguard your customers on price without sacrificing 
your percentage .. . it will pay you good dividends. 
ROGERS protects you by refusing to sell chain stores 
and mail order houses . . . AND WE HAVE NOT 
ADVANCED OUR PRICES! 


Yes! ROGERS continues to sell for you with national ad- 
vertising in POPULAR MECHANICS, POPULAR SCIENCE 























and SCIENCE AND MECHANICS .. . magazines reach- All cotton yarn, firmly braided. 50% 
ing well over a million and a half consumers monthly. stronger than soft roving lines, yet 
in addition, we offer free project booklets and project low priced. be ee is — > 

customers, an to you—it as extra 
sheets to your customers at any time. Just advise us sales value, because it is packaged to 
of the quantity that you desire to have at hand, and be sel/f-selling, in brightly printed 
we shall be glad to forward a supply. transparent wrap and effective counter 

display carton. You can se// clothes 






































line even though you hide it away— 





PHONE YOUR JOBBER FOR SPECIAL DEAL you can sell far more when it is 
USE ROGERS LIQUID FISH GLUE ay Se 
“The Glue with the Grip of a Gorilla” | fore: bee. foodie ace eee 


from you. Stock Whale Clothes Line 
and let the effective Whale packaging 


POPULAR say, buy here and now. 


Oe ae 


We make a wide variety of other 
braided cotton clothes line and sash 
cords, to meet all requirements for 
price and quality. 


| the buct LIQUID FISH GLUE Ligh 


GLOUCESTER, MASS. 





SAMSON CORDAGE WORKS, BOSTON, MASS. 


Join the 
BLACK LEAF 40 
PARADE 


e Millions of peo- 
—t i ple read Black 
Leaf 40 advertising every month. Metropolitan 
newspapers, national magazines, farm papers 
and country newspapers all add their voices to 
the shout. 


Over 3,000 Publications 
Carry Black Leaf 40 Ads 


This year, over 3,000 publications will tell the 
story of Black Leaf +40 for spraying flowers, 
fruit trees and vegetables, for delousing poul- 
try and for dipping and drenching live stock. 
Every month in the year reference is made 
from time to time on repelling dogs. The 
advantage of Black Leaf 40 is that it has a year 
‘round sale. 


Stock Black Leaf 40 


FARRELL-CHEEK 


\FIRE-FIRER / 








FURNACE TOOLS TO MEET ALL 
REQUIREMENTS 


Ask your jobber or write direct 
for catalog. 


cs, f Clinker Tongs —4 
f np ° 
Oo 


Pokers 
Back Up Wrenches 
Clinker Hooks 


Slice 
Ash Hees Bars 


FARRELL-CHEEK STEEL CO. *73t3"" TOBACCO BY-PRODUCTS & CHEMICAL 
CORP., INCORPORATED * LOUISVILLE, KY. 
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CHAIN TONGS 


Jaws are drop forged from special 
steel, heat treated, hardened, tempered 
and tested. Handles forged from high 
carbon steel have both stiffness and 
“spring.” 
Flat Link Chains have proven strength 
are proof-tested to 2/3 catalog 
strength (3,600 to 40,000 lbs.). Design 
improvements: jaws have increased 
bearing on bar and forged-in chain 
guides, large steel bolts, drop forged 
alloy steel shackle. Better PIPE 
TOOLS—The most complete line made 
and each an improved tool. 
Solid Steck and Dies Pipe Cutter 
Adjustable Dies and Knife Biade Cutter 
Stocks Wheels 





Receding Threaders Pipe Wrenches 
Hinged Pipe Vises Chain Tongs 


Write for new catalog 


ARMSTRONG BROS. TOOL Co. 
“The Tool Holder People” 


314 WN. Frameisee Ave., Chicago, U.S.A. 
se and Sales: 
199 Lafayette St. New York 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 

~ find in the current issue of 

the Directory Number the 

product you are interested 

in, write to the “Who 

Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


100 E. 42nd St. New York City 


G BROS. 
PIPE WRENCHES 
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Income Tax Savings for Hardware Men 


(Continued from page 56) 


with the conduct of your business. 
Most important of these is the 


| personal exemption of $750 tor a 
| single person and $1,500 for the 
| head of a family. You may count 
| yourself the head of a family if 


| 





you support, in your household, 
one or more persons closely re- 
lated by blood, marriage, or 
adoption. 

It is important to note that in 
1941 the law regarding the $400 
exemption for each dependent of 
a head of a family was amended. 
Now, your $1,500 exemption as 
a head of a family includes one 
dependent. If you are unmarried 
and support your mother, you get 
no exemption other than $1,500. 
If, however, you have one or more 
additional dependents to whom 
you contribute the greater portion 
of their support, you may deduct 
$400 for each of such additional 
dependents. 

Also, you are entitled to deduct 
10 per cent of your earned net 
income as a credit in computing 


| your normal tax. 





Earned income is money which 
you earn as a result of your per- 
sonal services. If you are operat- 
ing as an individual, and as in 
most hardware businesses, the 
capital you invested is as impor- 
tant in producing profits as your 
personal services, then the earned 
income is arrived at by taking 20 
per cent of the net profits. To get 
the earned income’ credit, take 10 
per cent of this 20 per cent. For 
example, suppose the net profits of 
your business in 1941 (after mak- 
ing all deductions) is $15,000. 
The earned income is $3,000, and 
the earned income credit is $300. 
(The minimum amount is $300.) 

You are also entitled to deduct 
on your personal tax return losses 
you may have sustained from the 
sale of corporation or other stocks 
or bonds, if you bought the stock 
for a larger amount than it was 
sold by you in 1941. 

There is no reason why you 
should wait until it is uncomfort- 
ably close to the deadline on March 
15th for the filing of your tax re- 
turn and payment of tax. The 


| necessary forms were available on 


January ist, and it is best to pre- 
pare the returns carefully, un- 
hurriedly, and completely, as soon 
thereafter as your affairs permit. 
If you do not wish to pay the tax 
immediately, you may always wait 
until March 15th. Also for your 
consideration is the option of pay- 
ing your tax in four equal install- 
ments, on the 15th days of March, 
June, September and December. 
If for some reason you cannot pre- 
pare your return until after March 
15th, you can, by submitting a 
good excuse to the Collector of 
Internal Revenue of your district, 
obtain an extension of time. The 
same applies to the payment of 
the tax. 

Only the salient aspects of your 
income tax have been discussed 
here. You should be on the alert 
for additional deductions to which 
you are entitled. 


Novel Displays Solve 
Stock Problem 


(Continued from page 35) 


indicated. The customer now can 
look over this display, decide on 
the items needed and we can fill 
the order from a stock that we 
know is what it should be.” 
Fishing reels were also difh- 
cult to show. Mr. Koerner finally 
hit upon the idea of fastening 
them to a small narrow metal 
strip and then fastening these 
strips on the fixture upright. This 
arrangement made it possible for 
customers to examine the reels but 
they could not be removed from 
the display. As soon as this mer- 
chandise was displayed in this 
manner sales increased materially. 


Dairy Promotion | 


Appleton, Wis., business men, in 
cooperation with the State Depart- 
ment of Agricultyre and Markets 
put on a very successful dairy 
products promotion, cooperating in 
a program of advertising and sell- 
ing cheese, butter, milk, ice cream 
and other dairy products. It is 
estimated that over 20,000 pounds 
of cheese were*sold in Appleton 
during the promotion. 
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SELL BY MAIL 














A Single Wire 
Holds the Herd! 


A FAST MOVING, PROFITABLE SPECIALTY 


SPARTON STING RAY 


Electric Fence Controller 


Farmers are forced to conserve on fence wire. The Sparton Sting Ray 
saves wire, saves crops, saves labor, protects animals. Fills a real 
Battery Operated Models eed in providing thrifty, reliable protection. Curtails fencing costs 

to absolute minimum. 6 volt, battery operated models. Also com- 


Approved for Safety binations utilizing 110 volt, AC current, or 6 volt batteries. 
Under All Conditions If your jobber does not carry Sting Ray controllers, write us for 
free information. Free dealer helps available. 
By Underwriters’ . 
ee THE SPARKS-WITHINGTON COMPANY, Jackson, Mich. 
', . 's' 
Other Models $7.95 Up ee oe 1900 Fine Quality, Precision Products, for 42 Years 1942 


















— 
STARTING NOW! 


. » «a bigger, more powerful 





campaign than ever on 


pampers | | WIGORO 


The complete plant food 





The spindles used in Arcade Damp- 
ers are ground to a sharp point, 
making installation quick and easy. 
The cast-iron blades are smooth in 
finish . . . accurate in size . . . and 
of the latest design. 

Write for literature on the complete 
Arcade Line of Dampers, Lid Lift- 
ers, Pokers, Stove Scrapers, Shakers, 
and Damper Clips. All sizes and 
styles including cool coil grips. 


Order From Your Jobber 


ARCADE MFG. CO. 
1201 Shawnee St., Freeport, Illinois 


AKCADE 











HARDWARE & TOOLS 











* 











We address and mail your sales promotion material to Hardware Jobbers and Hardware Retailers, 
whose names and addresses are right up to the minute in correctness, 


Consequently we lay the foundation for a successful Direct Mail Sales Promotion Campaign for you. 

Also we save you considerable sums for postage and promotion material by eliminating dead names, 
incorrect addresses and duplications. 

Likewise, your campaigns are assured 100% effectiveness by reaching verified hardware jobbers and 
hardware retailers—not a collection of unverified miscellaneous names. 


Write for details 
HARDWARE AGE DIRECT MAIL ADDRESSING DEPT., 100 East 42nd Street, New York, N. Y. 


< 
* CATALOGS - BROADSIDES - CIRCULARS - LETTE 
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"VISIBLE" GLASS 
MAIL BOX 


EVERY ONE SOLD BECOMES 
A SALESMAN FOR YOU... 


Every Purchaser a Proud Owner 
4 . Every Neighbor, Friend 
and Relative a Live Prospect. 










FEATURES 
@ Contents Are Visible 


@ Saves Time, Unnecessary Trips and 
Exposure in Bad Weather 


@ Body is Heavy Crystal Glass in 
Attractive Stippied Design 


@ Harmonizing Rust-Proofed Hardware 
@ Large Capacity, 12 in. Deep 
@ Distinctive On Any Home 





For Quick Sales and Good Profits, the “Visible” Glass Mail 
Box creates and supplies an important new year ‘round 
market on a handsome, useful new Household Specialty which 
has no competition 
“Glass Retains Its Beauty Always” 
Dealers everywhere report increased sales. Don't overlook this 
profitable business. Stock and display now. National adver- 
tising in leading home magazines is rapidly increasing the 
already large demand. 
ORDER THROUGH YOUR JOBBER TODAY 


GEO. F. COLLINS & CO. 
SAPULPA OKLAHOMA 


WHILE THEY LAST 








STARRETT “.... 


TRANSITS AND 
LEVELING INSTRUMENTS 


Recent delivery of needed parts makes 
it possible for us to supply a limited 
number of Starrett Transit No. 99 
and Starrett Leveling Instrument No. 
101. Contractors, builders, carpenters, 
millwrights, farmers, etc. have many 
uses for these practical, accurate, yet 
inexpensive instruments. Take ad- 
vantage of this opportunity for quick, 
profitable sales. See Starrett Catalog 
No. 26A for complete description. 


THE L. S. STARRETT CO. 
World’s Greatest Toolmakers 
Athol @ Massachusetts @ U.S.A 
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Have. We Met? 


(Continued from page 39) 


merchandise. If a “fence,” he 
wants to be sure that the articles 
did not come from his own city 
or, if they did, that he is informed 
so that he can make his resales at 
a distant point 

A few months before I was ar- 
rested this last time—I had been 
traveling through the eastern 
states and passing an average of 
five checks a day. In every case | 
carried my merchandise to the 
next town and disposed of it. In 
this particular town I was turned 
down by the merchant when I pre- 
sented my check. Another crook 
had called on the store recently 
and used the same method. 

“T have made it a rule, ’the mer- 
chant said, “not to cash checks 
for strangers, particularly when 
they wish to take the merchandise 
with them.” He was pleasant 
about it but firm. As I left the 
store, he added, “I'll be glad to ac- 
cept your check and send out the 
article.” 

That gave me an idea. A “sec- 
ond-party” check. From here on 
I would select only inexpensive ar- 
ticles and offer a check made out 
to me and signed presumably by 
a second party. I would give an 
address and ask that the article be 
sent out, and receive in return the 
difference in change. 

Before entering the store | 
would drive about the city and 
pick out my “residence,” usually 
in a moderate apartment house 
district. I have never been able to 
explain it even to my own satis- 
faction but when the purchase is 
ordered sent out it seems to make 
a favorable impression. 

The only difficulty I ever en- 
countered in a racket of this type 
was the matter of proper identifi- 
cation. If the residence angle 
didn’t work, the salesman would 
say something of this kind: 

“We aren’t particularly inter- 
ested in the signer of the check. 
You are the endorser. Who are 
you?” 

I finally learned that the best 
thing I could use as an identifica- 
tion was a savings pass book. It 
was a simple matter to deposit a 


dollar in any local bank, receive a 
pass book, tear out the first page, 
and with the aid of a rubber 
stamp, make a series of regular 
weekly entries dating back over a 
period of a year or so. This pass 
book, plus a Y. M. C. A. member- 
ship card, has never failed to 
work for me. 

On one or two occasions in 
smaller towns I have had mer- 
chants call the bank and ask about 
my “second-party” check. The re- 
sult, of course, was that the bank 
said the check was no good. When 
this happened I would answer that 
it looked as if I had gotten a bad 
one. The salesman, often the 
owner, would express his sympa- 
thy and wish me luck in collecting. 


No Sure Signs 


There are no sure signs, that I 
know of, by which a merchant can 
spot a “paper hanger.” There are, 
however, some signs that mean 
“move on” to my kind of thief. 
One isa firm stand regarding 
cashing checks for strangers and 
another is a policy of sending all 
checks to the credit manager. No 
crook likes to do business with a 
credit man. He knows the an- 
swers and isn’t easily lead away 
from the business at hand, that of. 
cashing the check. 

One thing about a “paper 
hanger” is that he is always ready 
and willing, upon the slightest 
suggestion, to produce an abun- 
dance of “phoney” identifications. 
He is never found without them. 

Honest men and women are no- 
toriously lax in this respect. It is a 
human peculiarity that a man, 
knowing himself to be honest, be- 
lieves everyone else should realize 
the fact. Will Rogers once said, 
upon being asked for proof of his 
birth, “Down where I come from 
everybody just sorta took it for 
granted I was born. I never 
thought I had to prove it.” 

If Will Rogers had been a “pa- 
per hanger” he would never have 
said that. Before the question was 
hardly asked, he would have come 
up with both hands full of 
“phoney” birth certificates. 
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FOR KEEPING 
UP YOUR STOCK 
these Economy 
Packages are 
packed 10 of a 
single size in 
corrugated ship. 


THIS ECONOMY PACKAGE is a 
particularly attractive merchan- 
dising item. It avoids the neces- 
sity of breaking a standard box 
of lacing. Contains one set of 
lacing complete with gauge and 
hinge pins for a 12’ belt and the 





FOUR SIZES IN 
ECONOMY DiS- 
PLAY UNIT. For 
quick over-the- 
counter sales 
use this Econ- 
omy Display 


























ing carton lacing can be broken to length Uni — 
shown above. | for the narrower belts. nit, containing 
3 packages 15E, 
Lacin List Weight Belt 2 of 20E, 3 of 25E 
No. Percarton | Per carton Thickness and 2 of 27E. 
15E $4.75 3.1 lbs. "to 540" 
20E 5.00 4.1 Ibs. 540" to He" No. 410. Econ- 
25E 6.25 4.9 lbs. $e" to tho" omy Display 
27E 6.65 5.8 Ibs. %4" to %o" Unit, List....$5.60 
Y ’ oo" to a" 
{  35E 8 * 8.4 Ibs. io" to Yq ORDER FROM 
All prices subject to discount YOUR JOBBER 


FLEXIBLE STEEL LACING COMPANY . | 
4616 Lexington Street, Chicago, Illinois 


: 












Uaughaoi 


CAN OPENER 





Order No. 160-BC. Vaughan’s Improved CAN OPENER 
COMBINATION .. . BOTTLE OPENER .. . CORK 
SCREW ... AND A NEW OPENER FOR ALL CANNED 
LIQUIDS! The only complete Can Opener Combination on 
the market, at a popular price. Packed on individual display 
cards. One dozen to the box. A fine seller. Send for prices. 


Vaughan's 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed 
on three-color display card. Two 
dozen to the box. Order now. 











VAUGHAN NOVELTY MFG. CO. INC. 





3211-25 CARROLL AVE. CHICAGO, ILL. 
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BOMMER 


HORIZONTAL SPRING PIVOT-HINGES 
ARE THE BEST 


TYPE 15 
















SN) 








The Side Plates Are Reversible. Has Efficient Door 
Alignment, Adjustable Tension and Hold Open Feature 
at 90 Degrees. The Most Durable Spring Pivot of Its 
Type. 


Bommer Spring Hinge Co. 
Brooklyn, N. Y. 
Chicago Sales Office: No. 180 N. Wacker Drive 

















| Wdeondd dealer who installs Heller Hardware Store Equip- 
ment creates for himself an environment so attractive 
that his merchandise takes on an atmosphere of Super At- 
tractiveness. People linger in his store—People buy more 
than they came in for—People leave more money before 
departing. He will enjoy the extra business that has been 
passing him by. 

Today, even in these times of shortage, Heller Equipment 
remains at its tradition of high quality, economy and beauty. 
Fixtures are offered on long term purchasing plan. Don’t 
keep the brakes on your business for lack of modern display. 
Consult Heller today. Ask for catalog No. 40S. 


Very Very Prompt Shipment can be Made. 


W. C. HELLER & CO. 


242 Park Ave. 330 Hudson St. 
Montpelier, O. New York City 


GE “Buy Now Before Prices Go Up” z=: 
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TATE 


PICTURE 
HANGERS 
and 
PICTURE CORD 


E. H. TATE CO., Boston, Mass. 
Sales Offices also in: | 
Chicago New York Los Angeles | 











10¢ | 
Cards; | 





WOOD JOINERS 


THEY PULL—-CLINCH—HOLD 


outstanding fastener makio iri 
Se ae Se Fae 4 ee 


ORDER NOW FROM YOUR JOBBER 
SUPERIOR FASTENER CORPORATION 
5224 N. Clork St. Chicago, Ill. 


KEY BLANKS 


OF EVERY DESCRIPTION 


; 


Catalogue on Request 


GRAHAM MFG. CO, 


Dept. W. 
Derby, Conn., U. S. A. 


PRIEST'S CLIPPERS 
A Complete 


Line— 


























Ask 
Your Jobber 
75 Years’ Reputation in the Trade 


AMERICAN SHEARER MFG. CO. 
NASHUA, N. H. 











Export Business 
Possibilities, 
for all steel products 


e invite offe 


with specif 


SADONIA LTD. | 


We are purchasing agents for several mining 





ind railroad companies in the Belgian Congo 


Gibson Good Tools 


Robertson ‘‘Horseshoe Magnet’ 
Hammer 








The original. Made of superior forged 

steel strongly and permanently magnetized. 

Holds securely. Patterns for home, shop, 

store and other uses. Also Gibson Patented 

Gripper Clips for holding kitchen utensils, 
tools, golf clubs, brooms, mops, etc. 


@ GIBSON GOOD TOOLS, INC 


Box 26B Orange, Mass., U.S.A. ° 








Coming Conventions and Events 


Corrected each issue 
according to latest data 


Alabama Retail Hardware Assn., 
convention and exhibit, May 18-19, 
1942, at Admiral Semmes Hotel, Mo- 
bile, Ala. J. H. Crowe, 410 N. 21st St., 
Birmingham, is secretary. 


American Hardware Manufactur- 
ers’ Association, meeting jointly with 
the Southern Hardware Jobbers’ Asso- 
ciation, April 20-23, at the Hotel 
Roosevelt, New Orleans, La. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary of the Manu- 
facturers’ Association, and T. W. Mc- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the jobbers’ association. 


American Hardware Manufactur- . 


ers’ Association, meeting jointly with 
the National Wholesale Hardware As- 
sociation, Oct. 19-22, 1942, at the Pal- 
mer House, Chicago, Ill. Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary-treasurer of the man- 
ufacturers’ group, and George A. Fern- 
ley, 505 Arch St., Philadelphia, Pa., is 
secretary-treasurer of the wholesalers’ 
group. 


American Toy Fair, March 9-21, 
1942, at 200 Fifth Ave., 1107 Broadway 
and other permanent show rooms in 
New York City; also at the Hotel Mc- 
Alpin, New York City. Horatio D. 
Clark, Toy Manufacturers of the U. S. 
A., Inec., 200 Fifth Ave., New York 
City, is manager. 


Missouri Retail Hardware Assn., 
convention and exhibit, Feb. 24-26, at 
St. Louis. Sessions and exhibit Mu- 
nicipal Auditorium. Louis C. Kreh, 
323-324 Wainwright Bldg., St. Louis, 
secretary. 


National Hardware Week, April 
16-25, 1942. 


National Retail Hardware Con- 
gress, July 13-16, 1942, at the Hotel 
Sherman, Chicago, Ill. Rivers Peterson 
is managing director with headquarters 
at 333 N. Pennsylvania St., Indianapo- 
lis, Ind. 


National Wholesale Hardware 
Association meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, Oct. 19-22, 1942, at the 
Palmer House, Chicago, Ill. George A. 
Fernley, 505 Arch St., Philadelphia, 





Pa., is secretary of the wholesalers’ as- 
sociation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 
retary of the manufacturers’ group. 


New England Hardware Dealers’ 
Assn., convention and exhibit, Feb. 
24-26, at Statler Hotel, Boston, Mass. 
Russell R. Mueller, 189 Dartmouth St., 
Boston, secretary. 


North Dakota Retail Hardware 
Assn., convention and exhibit, Feb. 
24-26, at Fargo. Sessions at Hotel Gard- 
ner; exhibit at Auditorium. Miss Lou- 
ise J. Thompson, 21 Clifford Bldg., 


Grand Forks, secretary. 


Southern California Retail Hard- 
ware Assn. convention and exhibit, Feb. 
23-25, at Long Beach, Calif. Sessions 
and exhibit at Municipal Auditorium. 
J. V. Guilfoyle, 509 Rives Strong Bldg., 
Los Angeles, secretary. 


Southern Hardware Jobbers’ As- 
sociation, meeting jointly with the 
American Hardware Manufacturers’ As- 
sociation, April 20-23, at the Hotel 
Roosevelt, New Orleans, La. T. W. 
McAllister, 1020 Grant Bldg., Atlanta, 
Ga., is secretary of the jobbers’ asso- 
ciation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is secre- 
tary of the manufacturers’ association. 


Triple Mill Supply Convention, 


May 4-6, 1942, at the Hotel Traymore, ~ 


Atlantic City, N. J., comprising the 
Southern Supply & Machinery Dis- 
tributors’ Assn., E. L. Pugh, 314 Vol- 
unteer Bldg., Atlanta, Ga., secretary; 
National Supply & Machinery Distrib- 
utors’ Assn., H. R. Rinehart, 505 Arch 
St., Philadelphia, Pa., secretary, and 
the American Supply & Machinery 
Manufacturers’ Assn., R. Kennedy Han- 
son, 1108 Clark Bldg., Pittsburgh, Pa., 


general manager. 


Virginia Retail Hardware Assn., 
convention, Feb. 24-25, at Richmond. 
Sessions at the John Marshall Hotel. 
G. T. Omohundro, Jr., Scottsville, se¢- 
retary. 


West Virginia Retail Hardware 
Assn., convention at Clarksburg, Feb. 
22-24, 1942. Sessions at Waldo Hotel. 
H. B. Clower, Oak Hill, secretary. 
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A WAR MESSAGE 


to 


ALL EMPLOYERS 


* From the United States Treasury Department * 


Winninc tuts War is going to take the mightiest effort 
America has ever made—in men, in materials, and in 
money! Every dollar, every dime that is not urgently 
needed for the civilian necessities of food, clothing, and 
shelter, must, if we are to secure final Victory, be put into 
the war effort. 


An important part of the billions required to produce 
the planes, tanks, ships, and guns our Army and Navy 
need must come from the sale of Defense Bonds. Only 
by regular, week by week, pay-day by pay-day invest- 
ment of the American people can this be done. 


This is the American way to win. This is the way to 


consideration. You will receive—1, a booklet describing 
how the Plan works; 2, samples of free literature fur- 
nished to companies installing the Plan; 3, a sample 
employee Pay-Roll Savings authorization card; and 4, 
the name of your State Defense Bond administrator who 
can supply experienced aid in setting up the Plan. 

To get full facts, send the coupon below 
—today! Or write, Treasury Department, Sec- 
tion B, 709 Twelfth St., NW., Washington, D. C. 


HOW THE PAY-ROLL SAVINGS 
PLAN HELPS YOUR COUNTRY 








preserve our democratic way of life. 

It provides immediate cash now to produce the finest, 
deadliest fighting equipment an Army and Navy ever 
needed to win. 


Facing these facts, your Government needs, urgently, 
your cooperation with your employees in immediately 


enrolling them in a It gives every American wage earner the opportunity for 


financial participation in National Defense. 


By storing up wages, it will reduce the current demand 
for consumer g' while they are scarce, thus retarding 
inflation. 


PAY-ROLL SAVINGS PLAN 


The Pay-Roll Savings Plan is simple and efficient. 
. . " It reduces the percentage of Defense financing that must 
It provides, simply, for regular purchases by your em- be placed with banks, t mn putting our emerquney Gaane- 
ployees of United States Defense Bonds through system- ing on a sounder basis. ¥ 
It buildsa reserve buying power for the post-war purchase 
of civilian goods to keep our factories running after the 
war, 


atic—yet voluntary—pay-roll allotments. All you do is 
hold the total funds collected from these pay-roll allot- 
ments in a separate account and deliver a Defense Bond 
to the employee each time his allotments accumulate to 


an amount sufficient to purchase a Bond. NOW 


ent mt © WB m= 


It helps your employees provide for their future. 


The Pay-Roll Savings Plan has the approval of the 
American Federation of Labor, the Congress for Indus- 


trial Organization, and the Railroad Brotherhoods. It is MAIL HI wat 

now in effect in several thousand companies varying in artments Sectio 

number of employees from 3 to over 10,000. Treasury DrPNW- 

In sending the coupon below, you are under no obliga- W ashingtom p. C- pe our part Tidings 

tion, other than your own interest in the future of your We wenn inform ing® plan 

country, to install the Plan after you have given it your > — P ii hE P OTs aa 
A EPS + aS Berm 
er ee aaiethieelleeter rs | a nameiaiiad ete 
“4 posttioN non pages 


MAKE EVERY PAY-DAY... BOND DAY! De amcwentth ie weamal 


U.S. Defense BONDS * STAMPS 






This space is a contribution to NATIONAL DEFENSE by (Hardware Age) ero = 16—45043-1 + Form No. DS8-BP-2 
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Classihied Opportunitien Section... 





Use this section to. reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 








Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $4.00 
All capitals, maximum, 50 words.... 5.00 
Each additional word......... -08 


Positions Wanted 
Rate) set solid, maximum 


( sy 
ree 

Aliow Seven Words for Keyed Address or Your Address 

BOXED DISPLAY RATES 


One in 





DISCOUNTS FOR CONSECUTIVE a 

4 insertions, 5% off; 8 insertions, 10% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


-@e- 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 


Samples of Merchandise, Literature, 
Catalogs, etc., will not be forwarded to 
box number advertisers unless accom- 
panied by sufficient postage for remail- 

















ing. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


—-@e- 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York City 

















| Buriness Opportunities | 





MILWAUKEE SALES MANAGER-—-SALES 
MANAGER last eleven years for hardware manu- 
facturer, previous road sales and advertising ex- 
perience, desires to locate in Milwaukee as dis- 
trict sales manager for out of city manufacturer 
or as sales executive with Milwaukee company. 
In present connection sell all Wisconsin jobbers 
and most hardware and lumber dealers. Experi- 
enced in architect and contractor contacts. Good 
correspondent. Available on month’s notice. Ad- 
dress Box H-28, care of Harpware Acer, 100 
E. 42nd Street, New York City. 


SALES CLERK—EXPERIENCFD INSIDE 
AND outside work, seeks position in retail hard- 
ware organization—New York City area 8Y 
years’ experience in tools and allied products— 
washed out by priorities—draft deferred. Excel- 
lent references. Address Box H-29, care of 
Harpware Ace, 100 E. 42nd Street, New York 
City. 


HIGH GRADE MANUFACTURER'S REP. 
RESENTATIVE, covering Indiana and Michi- 
gan wants additional product of established manu- 
facturer. to sell to jobbers. This man is firmly 
established with jobbers of hardware, electrical 
products, mill suvplies. water heaters, etc. Also 
has wide and favorable acquaintance with larger 
retail outlets in territory. Permanently settled. 

ns home. Address Box H-26, care of Harp- 
ware Age, 100 E. 42nd St., N. Y. City. 





MANUFACTURERS’ AGENT: CALLING 
ON JOBBING and contract builders’ hardware 
accounts throughout the Southeast. Especially 
qualified and active on government defense proj- 
ects. Invites negotiations to represent addi- 
tional standard high quality builders’ hardware 
and specialty lines. Address Box H-30, care of 
Harpware Aog, 100 E. 42nd Street, New York 
City. 














ESTABLISHED MANUFACTURER'S REP. 
RESENTATIVE, CONTACTING WHOLE- 
SALE and retail hardware, mill supply houses, 
wholesale and retail paint, wholesale plumbing 
supply houses, in Chicago and suburbs, desires 
additional lines which may be sold through the 
above nnels. Address—B. D. Starr, 435 
Plymouth Ct., Chicago, Illinois. 
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PAINT DISTRIBUTORS 


Well-known quality paint manufac- 
turer for over fifty years, located in 
Pittsburgh, Pennsylvania, desires dis- 
tributors in eastern, mid-western, and 
southern states. 
Address Box H-16, care of HARDWARE AGE 
100 E. 42nd St., MN. Y. City 








WE WILL PURCHASE FOR CASH 
Any quantity of Factory closeouts, Surplus 
or disccntinued items in 
HARDWARE—TOOLS—PAINT. 

Write what you have io offer. 


MILTON HARDWARE COMPANY 
OXFORD, PA. 


We also buy entire stocks of merchandise. 














MANUFACTURER'S 
DESIRED TO SELL anationally-known line of 
builders’ hardware on commission basis. Must 
be well established with the trade. State lines 
handled and territory covered. Address Box 
H-31, care of Harpware Aor, 100 E. 42nd St., 
New York City. 





REPRESENTATIVE 














There's a Mine 
of Information 
vitally-important 
* facts, live merchan- 
dising ideas and 
sales-producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 


regularly and thor- 
oughly. 


























FOR SALE: GENERAL HARDWARE 
STORE now doing a profitable business; good 
location; stock and fixtures of about $12,000 to 
be sold at private sale for cash to settle Decedent’s 
Estate. Address—Johnston & Johnston, Attor- 
nevs at Law, Bellefonte, Pa. 





A $13,000 INVESTMENT WILL PUR- 
CHASE OUTRIGHT a well-established hardware 
business in a small Connecticut town. Purchaser 
makes at least $1,000 on stock inventoried at cost 
at $11,000. Accounts receivable $1,000. fixtures 
$500. Gross 36%% in 1941. Low overhead. 
Address Box H-32, care of Harnpware Acz, 100 
E. 42nd St.. New York City. 





FOR SALE: GROWING, PROFITABLE, 
GENERAL HARDWARE BUSINESS IN BEST 
RESORT CITY IN FLORIDA, POPULATION 
25,000 AND GROWING. ONLY ONE varcee 
HARDWARE BUSINESS HERE. UNLIM- 
ITED POSSIBILITIES. INVENTORY ABOUT 
$15,000. AT COST WHICH IS CONSIDER- 
ABLY BELOW PRESENT MARKET AND 
INCLUDES MANY ITEMS NO LONGER 
OBTAINABLE, CASH ONLY. NO TRADES 
OR TERMS CONSIDERED. ADDRESS BOX 
H-33, CARE OF HARDWARE AGE, 1060 E. 
42ND STREET, NEW YORK CITY. 





PAINT BRUSHES WANTED: SEND US 
your inventory and desired prices on surplus 
stock, discontinued items, etc., and we will make 
immediate cash offers for same. Address—A. 
Flohr Company, Inc., 354 Jackson Avenue, Bronx, 
New York. 


Help Wanted ] 


WANTED — HARDWARE’ EXECUTIVE 
THOROUGHLY COMPETENT, aggressive man- 
ager for hardware store in live town, 75,000 popu- 
lation, munitions manufacturing center, eastern 
Pennsylvania. Must be able to handle every 
hase management and substantially increase 
sales. 1941 gross $210,000. Competent manage- 
ment 1942 sho raise to $300,000. Store 
modernly equipped, ideally located, enjoying good 
reputation with the trade. Submit qualifications, 
experience, age, when available and salary ex- 
pected. Address Box H-34, care of HarpWare 
Ace, 100 E. 42nd Street, New York City. 
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Simplify Your Stock Taking with the 
FIARDWARE Ace Wurre Inventory SHEETS 


Actual size of sheets 9% by 12 inches over all; writing area 
B'/2 by 11/2 inches. Sheets printed on both sides of goed 

















eenanhaccncssconccennccescrcnnsslhht Ub EOUBONccceccccccecccsncocsccccsascosss 


HARDWARE AGE 2-19 
100 East 42nd Street, New York, N. Y. 
Gentlemen: 

Here is my $.. .. Please send me..........- hundred white HARDWARE AGE Inventory Sheets (200 for $1.00. plus 25¢ mailing 
charge). Also send me _ Binders (S0¢ each). Send these to me by return mail. 
Oo ike Se es eek ee oe ee cane I 355 ds 5 ccd onde an ba Sean twee aeea anes arian 
I oy) Yona odd hi. enna ap aw eat Rane Rake eae eis gail ck Ro ithe aha SE iciistiawisrae. 
FEBRUARY 19, 192 105 


white bond paper, with 28 entry lines on each side. PRICE $1! 
for 200 sheets (400 pages) plus 25¢ mailing charge. 








You can make your annual inventory taking an 
easier, surer job by using the HARDWARE AGE 
WHITE INVENTORY SHEETS which 1,000 
leading retail hardware dealers helped us design. 


From the many suggestions received this sheet 
was designed to sell at a new low price — 200 
sheets for only $1, plus a 25¢ mailing charge. As 
these sheets are printed on both sides of good 
white bond paper, this means you really get 
400 pages of inventory record sheets. Each side 
of the sheet has room for 28 items. Your $1.25 
investment provides inventory space for 11.200 
items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used millions 
of HARDWARE AGE Inventory Sheets because 
thev found them simple, convenient and handv 


to use. The WHITE INVENTORY SHEETS are 
























































the best ever—they are even more simpie, mure 
convenient and easier to use. Our entire effort 
was directed toward making your annual inven- 
tory taking an easier and surer undertaking. 


These WHITE INVENTORY SHEETS will 
fit the HARDWARE AGE Inventory Sheet Bind- 
ers which are used by thousands of dealers who 
reorder their Inventory Sheets from us year in 
and year out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions only, please 
have your money order or check accompany 
your order. 


Make your inventory taking this year easier 
and surer with these WHITE INVENTORY 
SHEETS. Use the coupon below to order your 
supply today. 





TOY MANUFACTURERS « U.S.A 
200 Fifth Avenue, New York, N. Y 








AS ESSENTIAL AS A GUN! 
Push Hoppe’s Gun Cleaning Products 


There’s any number of gun owners near you with 
guns that sorely need cleaning and there couldn’t 
be a more appropriate time to do the job. So—help 
your Country — help your customers — and help 
yourself by providing gun owners with Hoppe’s Gun 
Cleaning Products. Do it now. Write for our helpful 


FREE “Gun Clean- 

















ing Guide” and read 
it. It will help your 
sales. 
FRANK A. HOPPE, Inc. 
2314-A North Sth Street 
Philadelphia, Pa. 

Steer Him To C & L 
You know the C & L Torch for what 
it is—an “experience-proven" torch, 
built for years of all-around depend- 
able service. Your customer expects 
you to advise him wisely. Steer him to 
C & L for certain customer satisfac- 
tion, for continued customer confidence 

in your judgment. 










Check your C & L stock. See your 
jobber-salesman to make sure it is 
complete. 










CLAYTON & LAMBERT 
MFG. CO., Deiroit, Mich. 





SAVE FURNITURE 
& FLOORS - CREATE QUIET 


Name 
on each genuine 


“Domes of Silence" 
Glide. 





‘in bs 


Domes of Sil Cushion Glides 





For Tile, Marble, Cement and Bathroom Floors. 
Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 


; ves) 
SJ 


Ask your Jobber 


DOMES of SILENCE, Inc., 35 Pearl St. N.Y. C 


‘ f 








If he is not 


supplied write to 

















A 


American 
Inc. 
American 
American 
American 
American 
The a 
Arcade Mfg Company .. 
Armstrong Bray & Company 
Armstrong Bros. Tool Co. 
Arvey Corp. 
Atlas-Ansonia Co. 
Atlas Asbestos Co. 
Automatic Products Co. 
Autoyre Company 


Chain Div. 

Fork & Hoe Co. 
Shearer Mfg. Co. 
Thermos Bottle 


Bellevue-Stratford Hotel 
Bommer Spring Hinge Co. 
Boston Varnish Co. ....... 
Burpee Co., W. Atlee 


c 


Capewell Mfg. Co. . 

Clarke Sanding Machine Co. 
Clayton & Lambert Mfg. Co. 
Cleveland Chain & Mfg. Co. 
Cleveland Cooperative Stove Co. 
Coburn Trolley Track Co. 
Collins Co. 


| Columbian Rope Co. 


| Domes of Silence, 
Drake Electric Works 


Columbus-McKinnon Chain Corp. 


1?) 


Inc. 


Eagle Mfg. Co. 
Embury Mfg. Co. 


FE 
Farrell-Cheek Steel Co. 
Federal Tool Corp. 

Flexible Steel Lacing Co. 
Flint & Walling Mfg. Co., Inc. 
Franklin Glue Company 


SG 


Gibson Good Tools, 
Graham Mfg. Co. 


Inc. 


H 


Company 


Hanson Scale ; 
& Mfg. Co., D. 


Harris Hdwe. 
P , 
Hazard Insulated Wire Works 

Heller & Co., W. C. 

Heller Brothers Company 

Hoppe, Inc., Frank A. 


| Irwin Auger Bit Company 


Inventory Sheets 


J 


Jackson Mfg. Company 
Jennings Mfg. Co., The Russell 


K 


Kester Solder Company 
Klein & Sons, Mathias 


L 
Landers, Frary & Clark 
Lawson Co., e F. H. 
Le Page's, Inc. . 
Libbey Owens Ford Glass Co. 
Lithocrafters 
Lockwood Hdwe. Mfg. Co. 
Lowe Bros. Co., The 
Lufkin Rule Co., The 


Co., 


1, 12 


102 


47 | Myers & Bro. Co., The F. 


bed 
85 
98 
93 


M 
McGill Metal Prods. Co. 
McKinney Mfg. Co. 


Miami Cabinet Div. 

Miller, Inc., Robert E. 

| Millers Falls Co. 

| Molded Carry-Lite Decoys 
E 
N 

| National Mfg. Co. .. 


107 | Newport Industries ..... . 
79 | North & Judd Mfg. Co. ... 
107 | Northwestern Steel & Wire Co. 


80 


84 


10S 


| Pittsburgh Plate Glass ‘Co. 


° 
| Okonite Company 


84 
. 0t} 
53 | 
” Paine Co. .. 


P 


Patterson-Sargent Co. 


Plumb, Inc., Fayette R. 
Plymouth Cordage Co. 
Prime Mfg. Co. catia 
Puritan Cordage Mills, Inc. 


57 | 


65 | 


% 
% 


7 
101 
108 


102 
102 


! 
105 


55 
83 


62 
8! 


° 


Quinn Wire & Iron Works 


Railway Express (Air Express 
Div.) . 
Raybestos-Manhattan, 
dustrial Sales Div.) 
Remington Arms Co., Inc. 
Republic Steel Corp. ..... 
Rogers Isinglass & Glue Co. 


Ryerson & Son, Joseph T. 


Inc. (In- 


Ss 


Sadonia Ltd. ‘ 
Samson Cordage Works 
Schalk Chemical Co. 
Schatz Mfg. Co. 
Scholihorn Co., Wm. 
Sewerage Commission 
Shapleigh Hardware Co. 
Shelby Spring Hinge Co. 
Simonds Saw & Steel Co. 
Smith & Son, Inc., Seymour 
Socony-Vacuum Co. 


| Southington Hdwe. Mfg. Co. 


| Stanley Works, 


Sparks Withington Co. 
The 
Starrett, L. S. 

Superior Fastener Corp. 
Swift & Co., Vigoro Div. 


Tate Co., E. H. 

Taylor Instrument Companies 
Tennessee Corp. 

Thompson & Son Co., Henry G. 
Tobacco By-Products Corp. 
Toro Mfg. Corp. 
Toy Mfgrs. of U. 
Treasury Dept. 
Trico Fuse Mfg. Co. 
Tucker Duck & Rubber Co. 


S. A., Inc. 


U 
Union Hardware Co. 
v 


Vaughan & Bushnell Mfg. Co. ... 
Vaughan Novelty Mfg. Co., Inc. 
Victor Elec. Prod. Inc. 


w 


Warren Tool Corp. 

Whitney Carriage Co., F. A. 
Wood Shovel & Tool Co. 
Wooster Brush Co. 


Y 


Yale & Towne Mfg. Co., The 


HARDWARE AGE 


Qudex “lo fidwertirewr 


107 


68 


90 
10! 
68 


9 
77 











POPULAR-PRICED ASK YOUR SUPPLIER ABOUT aa g:. Santord Design 


BATHROOM AND KITCHEN FIXTURES 


n AUTOYRE HY-GRADE CHROMIUM 
BRIGHT CADMIUM, AND BAKED 
SPRAYEO WHITE J ie a 


WRITE FOR LITERATURE THE AUTOYRE COMPANY, # OAKVILLE, CONN DESIGNED TO MAKE THE PASSER - BUY!” 


: WICK... al | a7 TERERS 


IT’S i For Hogs & Poultry 




























































































































20 
OIL RANGES AND HEATERS | Increase profits and sales by 
showing customers the New 
m MADE ENTIRELY OF | (IMPROVED) Daisy Waterers 
| that are built to give lifetime =e. 00 
service .. . equipped with heater WATERER 
attachment for all winter use For pipe lines and a pres- 
82 . operate through the use of Sure not exceeding 15 
0 8. as Z ) ol, 
. barrels, stock tanks or high aay siueninaen “finish, anual 
109 Mf'd under U. 8S. Pat’s pressure pipe lines. is 16 in. long, 7 in. wide, 5 
49 2,197,866 and 2,184,899. BEST FOR 30 YEARS in. deep. Patented mud cups. 
o Outperforms any other type of It will pay you to write today for full information on our 
wicking. Cash-in on it! complete, fast-selling line. Order through your jobber, or, 
Send far Eiteveture and Prices if he cannot supply you, write us direct. 
\7 ATLAS ASBESTOS CO., Desk 2, NORTH WALES, PA. QUINN WIRE & IRON WORKS E7F¥HI2°ST. BOONE. |A 
ss 
83 
n- 
80 
4\ 
5 
7 
85 
Dependable per- 
formance—all- 
ee — hin 
(Color tells size 
= “BICYCLES - ROLLER 1: 3.) —NEW 5 unit car- 
76 ton, NEW 7 color 
nm display box make 
87 COLORT ° PS 
84 FAST selling — big 
110 demand — more 
82 profit. 
61 NO METAL Ask your 
= Meee = Jobber for 
108 D. P. HARRIS HDW. & MFG. COMPANY, INC. NO BLASS 
a ROLLFAST BUILDING » NEW YORK. N Y 
100 
102 
99 i 
- Speak to the right “class”— | | 
' in the right paper—in the Neos | | 
pod right way. HARDWARE Wheat 
4 AGE will tell your story to DOOR HANGERS and TRACK 
106 the greatest number of hard- Have served the nation for over 
107 ware men in the hardware fifty years, and are now in great 
64 trade. Its Classified Oppor- demand for industrial expansion 
tunities Section is the place under the National Defense pro- 
to put your want ad for "sin Ca gram. 
68 quick, tangible results. \ Dependable Products Since 1888 
HARDW ARE ‘AGE | COBURN TROLLEY TRACK CO. 
i Classified Opportunities Section } 422 Harding St. Holyoke, Mass. 
:. 101 100 East 42nd St. New York City 
68 
Good Window Displays ««« «« «« «« «e« eae wae se 
2 Do you realize that no one factor will draw people to your store And many dealers who require their own copy of Hardware Age 
77 like attractive window displays of seasonable merchandise? one it highly profitable to subscribe to extra copies for their sales 
jorce. 
Hardware Age is continually reproducing such window displays— The cost, $1.00 per year, is returned over and over in better 
its representatives are always on the lookout for new ideas. windows and increased trade. 
HARDWARE AGE, 100 East 42nd Street. New York City J 
3 
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Here’s the first glue as eagerly welcomed in home 
or institution as in leading woodworking plants. 
Franklin Glue is the world’s greatest wood ad- 
hesive—genuine Liquid Hide Glue used as is 
without mixing, heating or preparation. No 
evaporation, souring, or waste. Franklin Glue 
will give you a glorious ride on the profit band- 
wagon. 


FRANKLIN 
Liquid Hide GLUE 


ADVERTISED TO MILLIONS 


The Saturday Evening Post and other na- 
tional magazines, with a circulation of 
nearly 6,000,000, are directing home crafts- 
men, hobbyists and maintenance men to 
hardware dealers for Franklin Glue. 


THE FRANKLIN GLUE CO.. Columbus. Ohio 
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CLOTHES LINE 
COTTON PLOW LINE 
BRAIDED COTTON ROPE 
BELL CORD—GALVANIZED 
WIRE CENTER 
TILLER ROPE—WIRE CENTER 
BELL CORD—COTTON CENTER 
BELL CORD—BRONZE WIRE 
CENTER 
BRAIDED COTTON ROPE 
TWISTED COTTON ROPE /Jm 
PURITAN CORDAGE MILLS, Inc., 


ati 


PHILLIPS 


RECESSED 
HEAD 
SELF 

CENTERING 


WwoOopD 
SCREWS 


Supply the increasing demand for these 
modern screws which we are licensed to 
manufacture. The tapered recess in the 
screw head fits the tapered point in the 
driver and the screw clings firmly to the 
driver. The driver cannot slip from the 
recess. All standard sizes. Send for Cata- 
log of Screws for Metal or Wood, also our 
varied line of Hardware. 


THE SOUTHINGTON 


HDWE. MFG. COMPANY 
ii SOUTHINGTON, CONN. = 3; 








For Full Profits! 


For full profits and volume busi- 
ness in 1942, feature Loma, The 
' Quality Plant Food. 


While we expect to make all 
deliveries promptly, your order 
now for Spring delivery will be 
helpful. 


Write for today’s prices and free 
catalog cuts. 


Lima) TENNESSEE CORPORATION 


61 Broadway 
New York, N. Y. 


sat 


for ~ 





Everything Green that Grows 


LOUISVILLE, KY. Plant Food 
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VaRO WEAR AWA, 
FOR (00k8: 


Ts Today, more than ever, long, hard wear must be 
demanded from every axe, from every tool your 


vp LU M ib customers buy. Today, as always, Plumb Axes more 
than meet these demands. Sell Plumb! Tell customers 

fues! about the original one-piece solid steel heads; about IF EVER AMERICA NEEDS 

* the tough, keen edge that stays sharper longer; about 6000 TOOLS IT’S Now! 

Pedic on Aaah ak Nasco 


the shock-absorbing tested hickory handles, about the 
A statement to the hard- 
ware trade from Fayette 
WE'RE telling them through continuous magazine ad- R. Plumb, President, Fay- 
" ette R. Plumb, Inc., Phila. 


“hang” and balance—all giving faster, easier chopping! 


vertising reaching more than 10,000,000 Americans. 


Sell Plumb for protected profit! We're back of you -_ AY h 
» more than ever 


before, America needs good 
(from top to bottom): Dreadnaught Sin- tools. Today, more than 


again in "42. ... Plumb Axes shown are 


gle Bit Michigan; Dreadnaught Double ever, Americans need the 
Bit Western; Champion Single Bit advice of their hardware 
Dayton; Liberty Single Bit Jersey; ‘ dealer on what to buy. The 


Liberty Single Bit Long Dayton. traditional American — 
tom of “throw it away” no 


longer holds. Everywhere 
the job is—repair and re- 
build! That calls for good 
tools and the right tools. 


GOVERNMENT GIVES “GREEN LIGHT” 


The Government is asking 
everyone to speed up pro- 
duction. You recognize the 
vital part good tools play 
in this program. That’s why 
we of Fayette R. Plumb, Inc. 
dedicate ourselves to sell- 
ing America on buying 
good tools from the inde- 
<— pendent hardware dealer. 
~ To this end we are ag- 
gressively advertising A 
MESSAGE to America. This 
message is: “Hard wear 
ahead for tools. Buy the best 
—let your hardware dealer 
' advise you.” 
‘ Y 1 
we a 
rue wn ey ATCETS we) 
palance- Sor every use. 
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Fe" SHApLEWGHS drawing boards 


have come hundreds of store 
modernization plans resulting in 
increased sales and profits for 
hundreds of retail hardware 


stores. 


SHAPLEIGHS has its own moderniza- ' 
tion experts, its own line of store 
fixtures, its own installation en- 
gineers — everything to give you 
the efficient help necessary for 
economical and complete mod- 
ernization work. 


Service is important at SHAPLEIGH'S 








